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CHAPTER I 
INTRODUCTION 
The loss of skilled enlisted personnel, upon comple-
tion of their first four-year-tour of duty, is one of the 
most critical problems confronting the U. S. Air Force in 
1957. These "First Termers" currently constitute some 60 per 
cent of the Air Force's total enlisted strength. 1 In this 
group there are over three times as many men with highly 
technical skills -- acquired at great expense to the Air 
Force --as in the career airmen group. 2 Two out of three of 
these first term airmen, or some 15,000 each month, leave the 
Air Force at their first opportunity. 3 To replace these 
losses the Air Force must constantly enlist fresh volunteers 
and put up the same amount again in training costs. The per-
petual training of replacements costs the taxpayers some two 
billion dollars a year. 4 Even more important, it reduces the 
Air Force's capability of accomplishing its primary mission, 
which costs every citizen of the free world a portion of his 
security. 
Primary Mission of the Air Force5 
The Air Force's primary mission is not to fight a 
war, but to prevent war from happening. Its greatest 
importance to the nation, and to the free world, is its 
deterrent force. So long as a nation has the power to in-
flict unacceptable destruction upon a potential enemy, while 
preventing the enemy from inflicting unacceptable destruc-
tion upon itself, it has the power to deter an enemy from 
undertaking agressive action. 
guality Men Needed, not guantity 
At a time when a single plane with a small crew can 
deliver to one target more destructive power than was de-
livered to enemy targets by All the American and British 
bombers combined during World War 11, 5 the size of military 
forces in terms of numbers of people available is no longer 
2 
a valid measure of defense capability. As the planes and 
supporting equipment of the jet age Air Force become ever 
more fantastically complex, the quality of Air Force personnel 
in terms of intelligence, technical training, experience and 
education also become ever more important. 7 
The Personnel Objective 
The Air Force personnel objective, simply stated, is 
to motivate as many as possible of its skilled personnel to 
remain in the Air Force for an extended period of productive 
service. In September 1955, The Honorable Donald A. Quarles, 
then Secretary of the Air Force, precisely stated the problem 
and objective as follows: 
An Air Force is primarily people ••• We can ill afford 
to train almost an entirely new Air Force each four 
years; yet that is what we are faced with unless we can 
succeed in making the Air Force more attractive a§ a 
career and thereby improve our reenlistment rate. 
Toward a Solution 
3 
During the few years prior to 1957, some of the best 
brains in the nation studied the problem of retaining skilled 
personnel in the Air Force. Obviously, there can be no pat, 
confident solution to such a broad and complex problem. But 
each study contributes a little to some aspect of the solu-
tion. These investigators have submitted reports and recom-
mendations on a wide range of factors affecting the airmen's 
reenlistment behavior, from pay and allowances, fringe 
benefits, transfers and housing to improved management tech-
niques. For the most part, these studies have been of an 
opinion-attitude survey type in which the frequency of 
reasons for reenlisting or not reenlisting are correlated 
with other data on the airmen and with similar studies in 
industry. These studies get at the symptoms of the real 
reasons for airmen failing to reenlist -- and have served as 
the bases for many effective personnel actions to retain air-
men. Some of these studies and actions will be discussed in 
more detail in Chapter III. 
Public Relations Significance 
The Air Force can draw the best of plans and policies 
aimed at making an Air Force career more attractive to airmen. 
4 
But to translate these plans into effective reality requires 
that the airmen, and their various socio-economic groups in 
American society, understand and appreciate the resultant 
increase in the status and value of an Air Force enlisted 
career. To build and maintain understanding and appreciation 
of an Air Fore~ career, among airmen and the public at large, 
is the enormous challenge to Air Force public relations. It 
calls for the communication and interpretation of Air Force 
actions, policies, information and ideas across the distort-
ing barriers to communications found in the basic dislike for 
military force inherent in American democratic culture. 
The purpose of this paper is to explore a segment of 
the Air Force communications problem in connection with the 
effort to retain skilled airmen. The viewpoint taken is that 
the airmen's expression of symptoms in prior studies can be 
interpreted within a context of the value system which pre-
vails in American society, to reveal some of the real reasons 
behind their decisions not to reenlist. This in turn, may 
provide a context in which to develop Air Force actions, 
policies and information programs to command the attention 
of airmen and motivate them to stay in the Air Force. 
The major thesis of this paper is that more emphasis 
is needed on the development of the content of Air Force 
actions, policies, and information in terms of human percep-
tual characteristics and certain values inherent in our 
American culture. 
5 
Organization of the Thesis 
The first four chapters deal with the problem and 
what has been done to solve it so far. Thus the second 
chapter sketches in more detail the current status of the per-
sonnel retention problem; the third chapter describes some of 
the major personnel and legislative actions taken to solve 
the problem; and the fourth chapter is devoted to a brief 
description and discussion of the internal information pro-
gram and its function in solving the problem. Chapter V 
explores some of the problems involved in developing the 
content of information to communicate with the airmen. Cer-
tain American cultural values are proposed as a "common 
denominator" to gain the airmen's attention and as a context 
for Air Force motivational communications. Chapter VI sum-
marizes conclusions and offers recommendations. 
Method of Procedure 
To acquire the facts and concepts presented in this 
thesis the writer conducted a research program which included: 
1. A visit to the Office of Information Services, 
Office of the Secretary of the Air Force, to interview officers 
in the Internal and Public Information Divisions. Also, 
officers in the Personnel Retention Division, Directorate of 
Personnel Procurement and Training, at Headquarters USAF were 
interviewed. 
2. Collection and analysis of previous studies made 
by both military and civilian agencies for the Department of 
Defense and for the Air Force relevant to the personnel re-
tention problem. 
3. Interviews with the editor and one of the chief 
writers of the Air Force Times. 
4. Contacts with other Government agencies by mail 
-- of which the International Cooperation Administration 
proved especially helpful. 
5. Interviews with several industrial editors and 
representatives of the Aircraft Industry and the Aircraft 
Industries Association. 
6. Depth interviews of selected airmen over a 
period of two years prior to this study. 
7. A survey of the 30 officers attending the 1957 
short course in Public Relations at Boston University for 
opinions, ideas and personal experiences with the retention 
problem. 
8. Extensive interviews with faculty members of the 
School of Public Relations and Communications, Boston 
University. 
6 
9. Interviews and correspondence with John J. Ducas, 
Executive Vice President, Gaynor, Colman, Prentis and Varley, 
Inc. concerning various aspects of the problem. 
10. A survey of literature dealing with the following 
subjects: labor mobility in industry, economics, sociology, 
social psychology, communications and public relations. 
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CHAPTER II 
THE PROBLEM OF RETAINING SKILLED ENLISTED PERSONNEL 
IN THE AIR FORCE 
When General Pershing went into Mexico in 1915 his 
motor vehicles were driven by civilians under contract, 
since operators of motor vehicles were scarce in those 
days. A few years later soldiers began to operate military 
vehicles, but coincident with this was the tremendous civil-
ian switch-over from horse-drawn to motor-powered vehicles, 
and skilled drivers were in demand. For a time the Army 
was a driver training school for civilian motor-vehicle 
fleet operators. 1 
Thus, on the surface, there would appear to be 
nothing new or radical in the personnel problem facing the 
U.S. Air Force today: the retention of "hard" skills (mean-
ing scarce). At first glance it looks as if the Air Force 
trains airmen to proficiency in such modern technical skills 
as electronics, mechanics of all types, communications, and 
the like, only to find industry offering more attractive 
bids for their services than the Air Force offers. In 
fact there are those who have expressed the view that the 
Air Force today, in effect, is running a technical training 
" 
9 
college for the benefit of U.S. industry. 
Perhaps it really wouldn't be so bad if this were the 
case. At least the technical skills acquired at Air Force 
expense would be put to productive use in the national economy 
and contribute indirectly to the nation's strength. But one 
extensive investigation found that only some 17 per cent of 
3,000 skilled airmen who left the Air Force in 1954 got 
civilian jobs the same as, or closely related to their Air 
Force job specialty. 2 Of course these skilled specialists 
may have been enticed to return to civilian life by their 
illusions of "green pastures" in our presently booming economy. 
But this doesn't support the view that the Air Force is running 
a technical training college for civilian industry. Such a 
simple cause and effect statement cannot accurately describe 
the Air Force's personnel problem. 
The Air Force Personnel Dilemma 
The trend of personnel losses is perhaps the best 
statement of the problem at this point. Some recent drop 
outs have been as follows: FY(Fiscal Year) 1956--210,606 
first term airmen were separated, of which 178,554 were elig-
ible to reenlist. Of this number 52,273 reenlisted for an 
approximate reenlistment rate of 29.3 per cent; in FY 1957 
(July-February)--110,182 first term airmen were separated, of 
which 86,433 were eligible to reenlist. Some 28,796 re-
3 
enlisted for a reenlistment rate of approximately 33.6 per~ 
The devestating part of these losses is that the drop-out 
rate is highest among the men who are needed most -- the 
skilled technicians and best educated airmen who are the 
10 
backbone of our modern Air Force. One can appreciate the 
magnitude of this aspect of the problem when he realizes 
that there are more than three times as many first term air-
men in the highly technical categories as career airmen 
. 4 (85,743 v.s. 25,196). (See Appendix A First Term-Career 
Airmen Composition of the USAF) B-9 
When such high calibre, highly trained airmen quit, 
not only does their training cost go down the drain, but the 
same amount must be forthcoming again to train replacements. 
It takes up to three years to train a highly technical air-
man and costs up to $15,000. 5 In order for the Air Force 
to get a minimum return on this investment the Airman would 
have to serve a second enlistment. 
In a presentation to the Air Force Resources Manage-
ment Program at George washington University, 9 May 1957, 
Major General Richard H. Carmichael, Director of the 
Personnel Procurement and Training Division, USAF, described 
the recent history and current status of the problem as 
follows: 
Shortly after the Korean War began in June 1950, 
the Air Force opened the flood gates in its recruit-
ing drive. This was necessary in order to satisfy 
the needs of a new war, and to build from the low 
point of 48 Wings through a succession of higher 
goals to the present authorization of 137 Wings. The 
end FY 1958 goal is 128 Wings. 
11 
The intake in the two months of December 1950 and 
January 1951 alone amounted to 76,126 airmen. Unusually 
heavy procurement was concentrated in FYs 1951 and 1952 
and was continued at an unprecendented high peacetime 
level thereafter. Because of the minimum 4 year enlist-
ment contract, these people began leaving in large num-
bers in August 1954 and are continuing the exodus. 
Because of the high intake during FY 1955, FY 1959 will 
be the largest loss year in several years. These air-
men have satisfied their obligation under the law and 
have completed their contract with the Air Force. In 
determining their future plans, these young men weigh 
the visible advantages and disadvantages against those 
offered or assumed in our boomin~ civilian economy. 
Our losses show the trend of theLr decisions. 
Further, the root of the problem lies in the fact 
that we live in a period of radical, accelerating, 
technological change. The dramatic technological changes 
symbolized by nuclear energy, electronics, supersonic 
aircraft and missiles systems are causing an explosion 
of change and growth in almost every social, political, 
and economic institution, including the military estab-
lishment. 
It is not a matter of the total number of people on 
hand, but it is a matter of the level of competence of 
those people. We have not been able to keep and chal-
len~e and develop the kinds of people needed for the 
perLods of time necessary for them to make gn effective 
contribution to the operation of the force. 
On the strength of statistical reports and periodic 
(currently three times yearly) sample surveys of Air Force 
personnel, General Carmichael proceeded to take a look at 
the future retention of personnel. After pointing out that 
these surveys of 5 per cent of the airmen population have 
the inherent weaknesses of all opinion polls -- but have 
12 
been found to be reasonably accurate* -- he made the follow-
ing estimates: 
During Fiscal Years 1958, 1959, and 1960, approx-
imately 547,100 airmen will complete their enlistment 
contracts and become eligible for separation from the 
USAF. Of these, 94,200 are estimated to be unrecover-
able; that is, they will have died, retired, been 
discharged as unfit or unsuited, or for failure to 
progress, etc. Of the remainder, we estimate that 
209,700 will reenlist. This leaves a potential re-
coverable loss of 243,200 airmen. The projected re-
enlistment rate for planning purposes for the three 
year period is 46.3 per cent .•.. 7 
Qptimum Reenlistment Rate 
A projected reenlistment rate of 46.3 per cent at 
first glance appears to be pretty good. But it can be mean-
ingful only when related to what the reenlistment rate should 
be. Under guidelines furnished by the Cordiner Committee 
(named for its chairman, Ralph J. Cordiner, President of the 
General Electric Company -- in preparing its report to the 
Secretary of Defense on professional and technical compensa-
tion for military personnel, 1956-57), the Air Force and 
other services examined the situation and their projected 
operational programs to determine future manpower needs. The 
"first termer" was the key man considered·. For reenlistment 
*"Reenlistment intent has been found to be highly 
related to reenlistment behavior, at least up to a year after 
expression of intent in the USAF Sample Surveys. Approximately 
75 per cent of the airmen who say ·~· actually reenlist; 
over 91 per cent of those who say 'no do not reenlist, and 
from 22 per cent to 51 per cent of ttie UNDECIDED do reenlist." 
(Source- see footnote 20). 
of the "first termer" at the end of his initial period of 
service would provide the maximum gain in the development 
of a quality enlisted force. As explained in the Cordiner 
Committee report: 
.••. The first term reenlistment rate for each oc-
cupation which would provide for the proper blend of 
age, experience, leadership and skill was determined. 
These rates are in effect 'optimum sustaining re-
enlistment rates.' If reached and maintained they 
would provide the Services with the desired experience 
level and balance by skills. Thus the Air Force has 
stated that for an optimum work force, approximately 
60 per cent of its enlisted structure should consist 
of personnel with more than four years service .... 8 
As of 31 October 1956, 39.5 per cent of Air Force 
enlisted personnel had more than four years service. 9 Thus 
some 60 per cent of all airmen are "First Termers" -- of 
whom two out of three quit at the first opportunity. 10 
Reenlistment Rates by Skill 
13 
So far we have been dealing with numbers which for 
the most part reflect all occupations. But as General 
Carmichael pointed out previously, it is not a matter of the 
total number of people on hand, but it is a matter of the 
level of competence of those people. However, first term 
airmen, who have acquired many different skills are reenlist-
ing at markedly differing rates. Thus the crux of the per-
sonnel retention problem can be identified only be evaluating 
the first term reenlistment rates in terms of the kinds of 
occupations involved. Table I reflects some qualitative gains 
"'"' 
in the reenlistment of first term airmen in recent years --
but it also points out that first term reenlistment rates 
are lowest among personnel for whom the technical training 
investment is highest. 
TABLE I 
REENLISTMENT ACTIVITY BY TECHNICAL GROUPs11 
First Term Airmen 
14 
Total FY 1955 FY 1956 FY 1957 (1st Qtr.l* 
---
No. Eligible 158,830 178,554 37,547 
Reenl. Rate (Percentage~ 18.1 29.3 37.0 
Highlx Technical 
No. Eligible 28,670 22,565 6,044 
Reenl. Rate (Percentage~ 8.8 21.7 25.3 
Technical 
----
No. Eligible 78,313 86,526 17,958 
Reenl. Rate (Percentage~ 16.8 27.6 32.2 
Semi-Technical 
No. Eligible 25,963 35,152 7,161 
Reenl. Rate (Percentage~ 20.9 31.5 30.7 
Non-Technical 
No. Eligible 23,744 32,565 5, 724 
Reenl. Rate (Percentage~ 29.8 36.8 33.8 
Unclassified 
No. Eligible 2,140 1,746 660 
Reenl. Rate (Percentage~ 22.9 25.5 30.3 
*FY 57: July-November 
FACTORS AFFECTING REENLISTMENT INTENT12 
Whether an airman is a "first termer" or a "carrer" 
man there are various factors expressed in USAF Sample 
Surveys which apparently influence his reenlistment inten-
tions. Among them are: 
Grade: Airmen First and Second Class are less 
likely to indicate affirmative reenlistment intent than 
Airmen Third Class. These are the grades in which airmen 
normally reach near the end of their first tour of service. 
Above Airman First Class, the higher the grade the greater 
the intent to reenlist. (See Appendix B for Air Force 
Grade Structure) 
Marital Status: Married men who comprise 26 per 
cent of the first term airmen and 82 per cent of the career 
airmen, are more likely to reenlist than "Never Married" 
airmen. 
Dependents: The more dependents an airman has the 
more likely he is to reenlist. 
Educational Level: Airmen who have a high school 
education or less have the greatest reenlistment intent. 
Although those who have attended colleges are less likely 
to reenlist, it is interesting to note that those airmen 
who attended college two years or more are ~ likely to 
reenlist than those who attended college for less than two 
years. 
15 
Active Federal Military Service: The low ebb of 
reenlistment intent occurs between the 43rd and 48th month 
of military service, as expiration of the airman's tour 
approaches. This ties in with the high separation rate in 
the grades of Airmen First and Second Class. It also ties 
16 
in with the great loss of skilled airmen -- since over three 
times as many highly technical skills are found in this group 
than among airmen with over four years service. 
Mental Group: First term airmen in the two highest 
mental groups are less likely to reenlist, but career air-
men in these groups have the highest reenlistment intent. 
Date of Separation: The more remote their date of 
separation is, the higher the intent of airmen to reenlist. 
Attitudes of the Potential Airman 
Let's take a look at the pre-service young man --
the potential airman. He is 18 years old, has probably fin-
ished high school, rides a motor scooter or drives an old 
jalopy and generally lounges about in a sport shirt and blue 
jeans. What does he think about? There are those who 
contend he doesn't. Others believe that he is really looking 
forward to going to college and has definite career plans. 
At this age, however, not many of these boys are likely to 
have any idea of what they want in the way of a future. One 
study found that half of the boys surveyed on their first 
job had no occupational plans while in school and that even 
the majority of parents had no occupational plans for their 
children other than to see them "get an education" and "get 
ahead". 13 But as optimistic American boys they probably 
have a feeling that "big things" await them somewhere in 
17 
the indefinite future. However, before he can do anything 
about the "big things" in his future, he must fulfill his 
obligation under the Universal Military Training and Service 
Act. 
Most of the pre-service young men today look upon 
their military service as an "onerous obligation -- something 
to do if he must and get it over with."14 But according to 
a recent survey of 16 to 20-year old males the Air Force 
occupies the role of "favorite branch of service" in the 
minds of these teenagers. A majority of the young men 
questioned expect to see this country in another war during 
their lifetime and they believe, as do their elders, that 
the Air Force would be most important in winning the war. 
Young men also think the Air Force would do the most fight-
ing and more say they would prefer to be in the Air Force 
(34 per cent) than in any other branch. Also, three out of 
every 10 male teenagers (31 per cent) say they would prefer 
to be seen in town in an Air Force uniform. 16 
Those pre-service young men surveyed have some pretty 
good ideas of the advantages and disadvantages of service 
18 
life. They think the main advantages are education and train-
ing (40 per cent), financial rewards and retirement benefits 
(26 per cent), discipline and character development (22 per 
cent), travel and adventure (19 per cent) and personal rela-
tionships (6 per cent) in order. 17 
The principal disadvantages of being in the military 
service mentioned by teen-age boys were lack of adequate 
family life (30 per cent), military restriction and loss of 
freedom (21 per cent), and interruption of their career or 
education (16 per cent). 18 
On the other hand, 10 per cent said there are no dis-
advantages to being in the service. 
It is interesting to note that before young men come 
into the service, they think that the pay is an important 
advantage. 
Teen-age Stereotypes of the Air Force19 
Turning to what these young men think about the Air 
Force specifically, they believe: 
It is very hard to get into the Air Force -- you 
have to be smart and in good physical condition. 
The Air Force is the most modern service. 
It is the most educational. 
It has the smartest and "better type men." 
Its men are more "snobbish." 
Its men do the most interesting things. 
It is the most like school or like having a 
regular job. 
It makes the best use of a man's time. 
It is the most like being at home. 
It has the best living conditions. 
It is the best for those who like security. 
Civilians admire Air Force men the most. 
It is not a hard life or a dirty life. 
The discipline is not rough. 
The men don't drink and swear so much, and they 
don't have so many girl friends. 
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Pre-service young men have a pretty favorable 
opinion of the Air Force. They expect a lot -- and most of 
them join the Air Force with an open mind toward making it a 
career. For example, when they first joined the Air Force, 
31 per cent of first term airmen enlisted with a definite 
intent of only serving one enlistment, but 54 per cent were 
undecided and 15 per cent had planned to reenlist. 20 
WHY DO 'lllEY QUIT? 
If we assume that airmen are leaving the Air Force 
without prejudice to carry out their personal civilian plans, 
all the evidence indicates the following plans are pulling 
airmen back into civilian life just as they become most 
valuable to the Air Force: 
Civilian Plans After Leaving the Air Forcea Per Cent 
Going back to school or college and work 
simultaneously . . . . . . . . . . . . . . . 27.6 
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Per Cent 
Going back to school or college 20.1 
Get a job or return to old job similar 
to Air Force job • • • • . • • • • . • 19.2 
Get a job or return to old job different 
from Air Force background • • • • 14.7 
Going into business for self 4.5 
These plans are not always carried out. The 
"Thorndike Follow-Up Study," a research project sponsored 
by the Air Force, followed-up into civilian life a repre-
sentative group of some 3,000 first term skilled airmen. 
They were interviewed after they had been out of the Air 
Force a year to a year and a half. About 40 per cent of the 
men had said they planned to go to school or college when 
they separated. Some 30 per cent actually did go. Thus, 
about a quarter of those who planned on school did not get 
there. Another finding of the follow-up was that, in most 
cases, there was no great relationship between the kind of 
Air Force training the men had been given and the kind of 
civilian job they got. Some 60 per cent did not even try 
to get a job that utilized their Air Force training. Of the 
40 per cent who did try, more than half of them were unsuc-
cessful. The rest got jobs only vaguely or not at all re-
lated to their Air Force training. 22 (See Appendix C) 
Other forces acting on airmen which might lead to 
their decision to quit the Air Force might be found in what 
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the airmen themselves give as major reasons for not reenlist-
ing. Over half of the first term airmen, who plan to separate, 
apparently feel that there is more opportunity for personal 
progress and freedom of action in civilian life. See Table II. 
TABLE II23 
MAJOR REASONS FOR NOT REENLISTING 
Reasons 
First Term Airmen 
Planning to Separate 
Percentages 
1. Civilian life offers greater 
career of job opportunities 23.4 
2. Plan on going to school or 
college 21.1 
3. Don't like military life in 
general 8.7 
4. Personal freedom is limited 8.0 
5. No chance to do kind of work 
liked 6.8 
6. Air Force not suitable for 
family life 5.3 
7. Not enough promotion opportunity 3.9 
Responses represent the opinions of 229,700 airmen planning 
to separate. 
Most Needed Improvements24 
Further insight into the airmen's feeling toward the 
Air Force may be found in what they say are the most needed 
" 
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improvements or benefits to enhance the value of an Air Force 
career. Sample surveys reveal that about one-third of both 
first term and career airmen feel that an increase in pay and 
allowances would increase the value of a career. Some of the 
other benefits selected by first term airmen in order of 
popular preference were: "More opportunity to select Base 
of assignment," "Better method of selecting job assignments" 
and "Changed promotion system'! 
Most Unfavorable Feature 
First term airmen who plan to leave the Air Force as 
soon as their contract expires expressed some of their 
opinions on the most unfavorable feature of an Air Force 
career as outlined in Table III. For nearly half of them, 
the most unfavorable feature of an Air Force career can be 
sunnned up under the heading "military life". This includes 
limitations of personal freedom, separations from family, 
housing, and frequent changes of station. Career field 
troubles were noted by some 20 per cent. Another 20 per 
cent felt civilian opportunities were greater. Only 13.6 
per cent of the airmen in this group were planning on going 
to school. 
(See Table III on page 23) 
TABLE III25 
MOST UNFAVORABLE FEATURE OF AN AF CAREER 
First Term Airmen 
Reasons Planning to Separate 
Percentages 
Don't like military life in 
general 20.8 
Plan on going to school or 
college 13.6 
Feel that my personal freedom 
is limited too much 11.7 
AF hasn't provided me with the 
chance to do the kind of work 
I like or trained to do 
Civilian life offers reater 
career or professions oppor-
tunities 
I know I can make more money 
in civilian life 
Not enough promotion oppor-
tunities in my career field 
Separations from family 
AF training opportunities 
Military advancement is based 
too strongly on seniority 
Inadequate or poor housing 
facilities for self or family 
My wife or family doesn't want 
me to stay in 
(concluded on next page) 
10.8 
10.1 
10.0 
6.4 
4.3 
3.2 
2.2 
1.9 
1.6 
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TABLE III25 (Concluded) 
Reasons 
Not enough off-base recre-
ation facilities 
Inadequate school facilities 
for children 
Some other reason 
First Term Airmen 
Planning to Separate 
Percentages 
1.1 
0.1 
1.6 
Source: USAF Sample Survey 31 Oct. 56. 
THE PROBLEM 
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General Carmichael, as Chief of Air Force Personnel 
Procurement and Training, is probably the greatest single 
authority on the retention problem in the Air Force. He has 
stated the problem as follows: 
Under the present favorable climate of economic 
conditions, and with no nationally compelling reason 
for an individual to remain in the service, can the 
Air Force maintain an efficient voluntary million man 
force structu~e equipped with those skills required 
to achieve optimum perfo~nce from the present and 
future of aerial warfare?2) 
Officers interviewed in the Personnel Retention 
Division, USAF, pointed out that the Air Force doesn't 
25 
expect, or want to keep every man who enlists. They explained 
that this would create a stagnant, unhealthy situation for the 
Air Force and probably lead to personnel problems even more 
complex than the present retention problem. The goal is to 
make the Air Force sufficiently attractive that enough of the 
best young airmen will be motivated to seek reenlistment. 
This will permit the Air Force to build a hard core of career 
airmen with an optimum balance of skills. 
SUMMARY 
The loss of skilled airmen, upon completion of their 
first enlistment is one of the toughest problems facing the 
Air Force in 1957. The devastating part of these losses is 
that the drop-out rate is highest among the men who are 
needed most -- the skilled technicians and best educated 
airmen who are the backbone of our modern Air Force. 
For an optimum work force, the Air Force has stated, 
that approximately 60 per cent of its enlisted structure 
should consist of personnel with more than four years service. 
But only 39.7 per cent of Air Force enlisted personnel had 
more than four years service as of 31 October 1956. Thus 
some 60 per cent of all airmen are "first termers" -- of 
whom two out of three quit at the first opportunity. And 
over three times as many highly technical skills are found 
in this group as among airmen with over four years service. 
When these men quit, their skills are not only lost to the 
Air Force, but for the most part, are also lost to the 
national economy. One investigation found that only some 
17 per cent of 3,000 skilled airmen who left the Air Force 
in 1954 got jobs similar to their Air Force specialty. 
Public opinion surveys have found that pre-service 
young men have a generally favorable opinion of the Air 
Force and most of them join with an open mind about making 
it a career. Yet most of them separate after their first 
enlistment. Why? 
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Airmen give many socially acceptable reasons for 
returning to civilian life. These reasons seem to center 
around feelings that civilian life offers greater opportunities 
for personal progress and dislike of the restrictions and hard-
ships of military life. They sound good -- but are probably 
only symptoms of the airmen's real underlying motivations. 
However, these expressions of symptoms have served as the 
basis for many personnel actions to make the Air Force more 
attractive to airmen. Some of the major personnel actions 
and programs are outlined in the following chapter. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
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CHAPTER III 
SOME MAJOR AIR FORCE ACTIONS TAKEN TO RE~IN SKILLED AIRMEN 
INTRODUCTION 
For several years prior to 1957, the Air Force's 
reenlistment problem has been a major item of action from the 
highest level down to the lowest unit. The Air Force took 
dead aim on this target with the determination of a trained 
air defense force striking back an invading enemy. From the 
very start of the intensified reenlistment effort in June 1954, 
an important aim has been: "Let's get the facts and base our 
actions on the facts." Under this concept the organization 
to guide the reenlistment program was established. Let's 
take a brief look at this organization and some of the actions 
taken to retain personnel. 
Organization 
The first step, at the specific direction of the Chief 
of Staff, was to establish one centralized Air Staff agency to 
deal with all aspects of the reenlistment problem and to 
develop an overall program. This agency was originally estab-
lished as the Reenlistment Branch in the Directorate of 
Personnel Procurement and Training. However, the important 
" 
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functions of this activity led to its expansion into the 
Personnel Retention Division in October 1956. This division 
is responsible for providing central coordination and con-
centration of action for all aspects of the Retention Program. 
Here, all individual and organizational efforts are focused 
on the problem. 1 
As mentioned in Chapter I, some 60 per cent of all 
airmen are serving in their first Air Force enlistment. Thus 
the reenlistment campaign has been aimed primarily at the 
young first term airman. 
Research Projects2 
The fact-gathering department's first step was to get 
together a group of experts to research what was known about 
reenlistment, and to determine the implications this informa-
tion had for an operational program to improve reenlistment. 
Equally important, this group was to find out what wasn't 
known, and to take steps to get this information. The group 
met in Washington for six weeks during June and July of 1954. 
Their study, "The Report of the Working Group on Reenlistment" 
stated, in brief, that previous studies indicated the greatest 
gain in reenlistment would come by improving conditions "close 
to the job" -- pay, promotion, working conditions, management 
and supervision, and job assignment. Lesser gains were indi-
cated from such actions as limiting transfers and increasing 
housing. In the area of "what do we need to know," the 
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report highlighted the lack of information on the main target 
group of the reenlistment effort -- the first term airman. 
The report said that much more information was needed about 
the characteristics and attitudes related to reenlistment. 
Also, the report recommended that intensive use be made of 
Sample Surveys (taken by Statistical Services), and that 
certain research projects be undertaken by the Air Research 
and Development Command's Personnel and Training Research 
Center. 
Since the working group report the Air Force has 
made great use of the sample surveys to gather information 
about the characteristics and attitudes of all airmen, and 
of how these factors relate to career intentions. This in-
formation is used continuously to guide and evaluate the re-
enlistment campaign. Also, the research recommended for 
the Air Force Personnel and Training Research Center was 
undertaken and some of the results have been reported. 
A Reenlistment Predictor3 
One of the research projects was an attempt to deter-
mine if some method could be devised to measure accurately a 
man's reenlistment potential at the time he entered the Air 
Force. Such a predictor would permit the Air Force to select 
"good bets" for technical training -- and thus reduce the 
high turnover in technical career fields. The Personnel and 
Training Research Center was able to devise a predictor, 
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which has some degree of accuracy, from data originally 
gathered for other uses. The procedure followed was to ex-
amine all of the personality and background information 
gathered about airmen at the time of their entry into the 
Air Force and see what part of that information was related 
to the airmen's reenlistment action four years later. The 
following table gives an idea of the accuracy of the current 
reenlistment predictor. 
Score on 
Reenlistment 
Index 
9 
8 
7 
6 
5 
4 
3 
2 
1 
TABLE IV 
REENLISTMENT PREDICTOR 
Reenlistment Rate 
for Each Score Getting Score 
(When average is 23%) or above 
37% 4% 
32% 11% 
28% 23% 
25% 40i. 
22% 60% 
19% 77% 
16% 89% 
14% 96% 
12% 100% 
Reenlistment 
Rate for Dif-
fa-ant Olt-offs 
37% 
33% 
31% 
28% 
26% 
25% 
24% 
23% 
23% 
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It is obvious that a man with a reenlistment index of 
9 is a much better bet than a man with a reenlistment index 
of 1. If many airmen got 9's, there would be no problem in 
using the index. But only 4 per cent of the total group got 
an index score of 9. Considering that the Air Force needs 
60 per cent of the group the index would only give a gain of 
3 per cent -- from the average of 23 per cent to the cut-off 
of 26 per cent. Such a small gain would not justify the 
addition 1 expense of using the index. 
What ens to the Former Airman4 
Another research project recommended by "the working 
group" was the follow-up into civilian life of a representa-
tive group of first term airmen. This project, the Thorndike 
Follow-Up Study, surveyed over 3,000 first-tour-of-duty airmen 
who enlisted in 1950 and got out of the Air Force in 1954. 
They were airmen from seven career fields, chosen to represent 
quite different sorts of Air Force jobs, and they were inter-
viewed after they had been out a year to a year and a half. 
The career fields included were: communications, radio 
operator, electronics maintenance, armament systems, aircraft 
and engine mechanics, food services, and supply. 
The purpose of this follow-up was to see: 
What they did. Did they go to school as they had 
planned? Did they get the job they wanted? 
How they did. What salaries did they get? How 
satisfied were they? 
What they liked about civilian life better than 
Air Force life. 
What they liked about Air Force life better than 
civilian life. 
This research would yield such facts as: 
Civilian v.s. Air Force wage rates. 
How many airmen use their GI Bill? 
Do airmen use their Air Force training in civilian 
life? 
What features of Air Force life are better than 
civilian life? (and should be considered by air-
men in making their decision whether or not to 
reenlist). 
What features of civilian life are better than Air 
Force life? (and therefore should be analyzed to 
see if they must be missing from Air Force life). 
Some Findings5 
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Some of the results of this study were covered in 
Chapter I under the heading "Civilian Plans After Leaving the 
Air Force." There it was pointed out that about a quarter 
of those who planned on going to school did not get there, 
and there was little relationship between the Air Force train-
ing the men had been given and the kind of civilian jobs they 
got. Another interesting finding pertaining to jobs was that 
the average income was somewhat under $3,900, and there was 
no great relationship between the career field they had been 
in and how much they made. (See Appendix D for breakdown of 
income by career field.) 
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Another finding was that fringe benefits given by 
civilian employers were not particularly generous, and were 
estimated to be worth on the average only about $250 or $300 
a year. (See Appendix E for per cent of former airmen getting 
benefits paid by employer.) 
Things liked about the Air Force6 
Looking back on their tour of duty in the Air Force 
there were quite a number of things these former airmen liked 
better about Air Force life than their current civilian life. 
Table V lists the good things they mentioned most often about 
the Air Force: 
TABLEV 
OPINIONS OF 3,000 FORMER FIRST TERM AIRMEN AS TO 
ADVANTAGES IN THE AIR FORCE 
Things Liked Per Cent 
About Air Force Mentioning 
Travel 24 
Security 17 
Benefits 13 
Companionship 9 
Working Conditions 7 
Leaves r 0 
The Job 6 
" 
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Things Liked About Civilian Life7 
According to this study, the former airman prefers 
the greater personal freedom found in civilian life. Per-
haps he likes to feel that he can quit his job if he wants 
to -- or talk back to the boss. Table VI shows how civilian 
life looks to the former airman: 
TABLE VI 
OPINIONS OF 3,000 FORMER FIRST TERM AIRMEN AS TO 
ADV~GES IN CIVILIAN LIFE 
Thinfs Liked Per Cent 
About C vilian Life Mentioning 
Freedom 58.8 
Less Moving around 17.9 
Pay 8.6 
Advancement opportunities 5.3 
Working conditions 3.7 
The job 3.6 
Other things less often mentioned were living conditions, 
food, supervision, educational opportunities, and social life. 
Other Research8 
Another research project undertaken by the Air Force 
Personnel and Training Research Center was an investigation 
to find out why similar Air Force organizations sometimes 
have radically different reenlistment rates. So far, this 
research has determined that there are differences between 
commands, between bases, and between units, which cannot be 
explained by geographical location or other such factors. 
Current research is aimed at finding out what the factors 
really are so that practices which result in high reenlist-
ment rates can be discovered and encouraged. 
Framework For The Reenlistment Program9 
A reenlistment program regulation (Air Force 
Regulation 39-2) was published in January 1955 to provide 
the foundation and framework for the reenlistment campaign 
throughout the Air Force. This Regulation is flexible and 
is amended as changes are needed to keep it current. As it 
stands, AFR-39-2 establishes the policy that career motiva-
tion and reenlistment of qualified airmen is the direct 
responsibility of all officers, warrant officers and non-
commissioned officers in the Air Force. 
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Specifically it charges the commander of each major 
air command with the responsibility of organizing a reenlist-
ment program for all organizations under his jurisdiction 
and centralizing the direction of this program within the 
major air command headquarters. 
The reenlistment program outlined in this regulation 
specifies the following actions designed to make Air Force 
38 
life more attractive and stimulate career motivation: 
1. Development of Air-Mindedness. This action calls 
for the stimulation of public interest in aviation and sup-
port of air power through the established community relations 
media, participation in civic organizations, support of Air 
Force Reserve, Air National Guard, Civil Air Patrol, Aero 
Clubs and model flying clubs, Air Scouts activities, and the 
cultivation of educational leaders. 
2. Personnel Actions based upon "the satisfaction 
of the interests and desires of the individual as well as 
the needs of the service." 
3. Social and Economic Welfare. Actions under this 
heading cover the whole realm of personal services designed 
to make the airmen's life in the Air Force happier. Specific 
actions designated for increased and continuing emphasis are: 
(1) increased efforts to provide adequate housing for both 
married and single airmen, (2) keep airmen informed of per-
sonnel affairs assistance and benefits available to them, 
(3) continue support for educational, recreational and social 
programs and facilities, (4) operation of personal service 
facilities such as commissaries, base exchanges, medical 
facilities, etc. For the convenience and service of the air-
men customers and their families, (5) command support of 
service wives' clubs and groups. 
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4. Counseling and Orientation. For the purposes of 
the Regulation, counseling is defined as: "an organized 
plan of assistance to the individual in his transition from 
civil to military life, adjustment to the right Air Force 
job, training for it, and building toward an Air Force career." 
Mandatory reenlistment interviews fall into two categories: 
(l) Those conducted by the organizational 
commander. Each airman is required to be interviewed 
personally and informally by the receiving unit com-
mander, upon the airman's permanent transfer to the 
unit. At that time the mission of the unit, its 
organization, local policies etc., are explained. 
Each airman is also interviewed annually by the com-
mander or his representative to discuss, and allevi-
ate where possible, the individual airman's problems 
and dissatisfactions. The commander is personally 
required to interview the airman three months prior 
to the expiration of his enlistment and discuss all 
pertinent aspects of military life and explain the 
advantages of reenlistment. 
(2) Those conducted by the Base Reenlistment 
Officer. This same regulation directs the commander 
of each Air Force base to appoint a Base Reenlistment 
Officer on a primary duty basis. He is required to 
interview each airman one month prior to the air-
man's date of separation from the Air Force to 
discuss further the advantages of reenlistment and 
to influence a favorable reenlistment intent. Re-
enlistment Counselors are supplied with many and 
varied counseling aids and publicity materials to 
help them sell the airmen on reenlistment. (See 
Appendix F for sample list and description of 
counseling aids.) 
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5. Leadership and Supervision. In this category 
the Reenlistment Program Regulation suggests a personal rela-
tions approach to raise and maintain morale. In short it 
consists of the removal of all sources of irritation or in-
convenience to personnel which reasonably can be eliminated; 
the institution of an aggressive internal and external in-
formation program; and research to determine areas in which 
special efforts are needed to raise morale. 
6. Noncommissioned Officers. They are recognized 
as a key link in the supervisory structure of the Air Force 
and steps are outlined to raise their prestige and authority 
to give them the true status of leaders. 
7. Miscellaneous Actions. In addition to the above 
actions there are a number of mandatory items listed in the 
Regulation to be included in base reenlistment programs. A 
continuous research program is maintained by requesting all 
airmen who do not immediately reenlist to fill out an "exit 
questionnaire." The questionnaire is intended to indicate 
reasons why airmen don't immediately reenlist and to point 
out problem areas where corrective action may be taken. 
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The questionnaire also provides information on the airmen's 
pre-service background and his postservice plans and ex-
pectations. A letter of appreciation to each airman who 
reenlists is prepared by the base reenlistment officer for 
the commander's signature. Also, a program of writing 
personal letters to the airmen's families (parents and wife) 
is directed. These letters are typed individually and are 
supposed to include spontaneous communications to the family 
as well as routine communications for specific occasions, 
i.e. arrival, promotion, awards, etc. To keep airmen who 
are eligible for reenlistment, but who do not reenlist, in 
contact with the Air Force, base newspapers are mailed to 
them for a period of 90 days after their separation. 
POLICY AND PROCEDURAL IMPROVEMENT 
Another major action area is the continuous review 
of Air Force' personnel policies and procedures in an effort 
to make changes and improvements, where possible, to enhance 
career attractiveness. A few examples of the improvements 
in this area are: 
Adoption of a "Base-of-Choice" policy, where feasible, 
as a reenlistment incentive. 
• 
Improved airmen assignment procedures where the 
highest skill level (7) NCOs are reassigned by name from 
Headquarters U. S. Air Force. This was done to provide a 
completely fair overseas assignment system. Also, pro-
cedures were adopted to permit volunteering for overseas 
duty. 
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A "short discharge" policy was established as a 
reenlistment incentive. This policy, adopted in June 1955, 
allows an airman to request discharge, after he has 
completed one-half of his enlistment contract, for the pur-
pose of immediately reenlisting. He collects his reenlist-
ment bonus and mustering out pay, but defers his accrued 
leave pay and travel pay to his home of record. "The over-
whelming success of this policy can be illustrated by the 
fact that 31.3 per cent of all reenlistments during FY 1956 
and 43.8 per cent so far during FY 1957 have been under this 
policy. It has also been more attractive to the 'highly 
technical' and 'technical' first term airmen."10 
Airmen in surplus skills are offered technical 
training to qualify them for "hard core" job specialties. 
This understanding of the individual and his prob-
lems has been reflected in strong emphasis on NCO prestige, 
leadership, promotions, assignments, training and schooling, 
as well as advancement in skills. For example: 
Blueprints were prepared to standardize Senior NCO 
Academies and NCO Prep schools to aid individual advancement 
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in skills. At many bases separate NCO messes, clubs and sleep-
ing quarters are maintained. NCOs are appointed to serve on 
appropriate boards and are delegated authority commensurate 
with their rank. 
Two pay days a month for those who desire it. 
Steps have been taken to speed up concurrent travel 
of Air Force men and their dependents to overseas areas by 
simplifying orders and giving "State side" commanders author-
ity to approve travel. 
Travel by air, whenever possible, was expanded. 
A new program adopted after two-years testing permits 
base commanders in most major commands to use appropriated 
funds to contract locally with civilian firms for complete 
food handling service -- spelling an end of K.P. for thousands 
of airmen. 
Personnel facilities -- such as family housing, 
dormitories, dining halls and recreation centers -- are given 
equal stature with operational requirements of an Air Force 
installation. The Air Force has inaugurated a new concept 
of on-base military living through new six-story hotel-type 
dormitories, with first construction authorized for 
Newfoundland and Labrador. Glass dishes are replacing steel 
trays, and improved airman dining hall designs have been 
developed, with construction scheduled in the U. S. and over-
seas. 
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Medical facilities to guard the airmen's health have 
been expanded. Doctors and dentists -- always short in the 
armed services -- were given added bonus incentives by law 
to remain in the service. By the end of 1956 fifteen new 
modern hospitals had been completed in a program which began 
several years ago, and seventeen others were under construc-
tion. 
Educational opportunities for members of the Air 
Force have been expanded and many bases now have branches 
of local schools and colleges housed right on the base. 
Recreation and welfare facilities have been increased 
and improved at many locations. For example: Aero clubs have 
been authorized for off-duty recreational flying, and L-21 
type aircraft were allotted to many of them. Golf courses 
have been constructed at some bases and utility boats have 
been made available in certain locations. 
Commissaries have been increased and surcharges 
reduced. 11 
BENEFICIAL LEGISLATION 
During the past few years Congress has recognized 
the importance of the personnel retention problem in the 
Armed Forces by enacting legislation to improve the career 
status of military personnel. Some of the major legislative 
measures which became law during the past few years are: 
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1. The revised Reenlistment Bonus Act of 1954. 
The Reenlistment Bonus was designed as an incentive towards 
reenlistment of airmen within 90 days from the date of their 
separation. The maximum amount payable under the new law 
is $2,000. The actual amount is computed on a sliding scale 
which is aimed at providing the greatest incentive for the 
airmen's first and second enlistment. Subsequent enlistments 
earn smaller and smaller bonuses and finally no bonus is 
payable after the airman has completed 20 years of service. 12 
2. The Career Incentive Act which went into effect 
on the first of April 1955 gave a pay raise to members of 
the Armed Forces. 13 
3. During 1956, The Military Dependent Medical Care 
Act and The Servicemen's and Veteran's Survivor Benefits Act 
became law. Each provides many new and additional benefits 
of long-range importance to members of the Air Force and 
their families. For example, the medicare act makes govern-
ment medical treatment for dependents a "right" instead of 
just a privilege. Greater financial protection for sur-
vivors will accrue for many years to come under the other 
act. 14 
4. Congress gave strong support to the Air Force's 
important family housing program in 1956 by passing two 
laws which will help provide thousands of new homes at and 
near more than 200 bases and installations, both in the 
United States and Overseas. 15 
" 
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5. During the years 1956-57, the Cordiner Committee~ 
study has been the most important effort to obtain legisla-
tive measures to assist all services in retaining both of-
ficer and airman skills needed today and in the future. The 
Cordiner plan says these men can be kept by raising military 
pay to compare with civilian pay. The plan calls for a pay 
system which will: 
a. Attract men with intelligence and a strong 
sense of responsibility. 
b. Provide incentives to match the effort or 
contribution of the individual. 
c. Place more emphasis on skills, less on 
total service. 
d. Be flexible enough to keep up with economic 
changes. 
Under the present pay system, a technician and a 
truck driver with the same rank and length of service re-
ceive the same pay. The Cordiner plan would change that. 
It would base higher earning and opportunity for advancement 
on higher skills. Airmen would start in the same pay grade. 
Differentials would start where technical training starts. 
The Cordiner Plan proposes tests to be given regu-
larly for men in "soft" (meaning surplus) skill jobs. Those 
with capabilities for higher training would be retrained in 
"hard skills". Also, college-qualified enlisted men would 
be encouraged to apply for officer training and in-service 
advanced education programs. 
The Cordiner Report concluded that the present pay 
system is so far out of step with the times that it is 
dangerous to national security. 
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The full Cordiner plan would increase expenditures 
now but could save billions in the long run. The report 
forecast an annual savings in increased combat effectiveness 
of $3,202,300,000 for the Air Force by 1962 and a total 
savings for all services of $5,081,600,000 a year. 16 
As of this writing, the Cordiner proposals are ex-
periencing difficulty with an economy-minded Congress, but 
there is a growing bi-partisan drive in both houses of 
Congress to put the plan into effect. 
There are many other legislative proposals under con-
sideration by the Congress. While not of major scope, they 
will be helpful in solving the Air Force's retention problem. 
Improved Family Services17 
The Air Force's efforts to retain skilled airmen are 
not confined to top level policies, procedures and legislation. 
Many practices are being instituted at the local Base level 
throughout the Air Force to create an atmosphere favorable to 
the airman and his family. Some 40 per cent of the airmen 
population is married and the wife's role in planning the 
family's future is appreciated. Some of the practices in-
stituted at Base level are described under the following 
three categories: 
48 
1. New Arrivals are made to feel welcome, at many 
Bases by introducing the Airman and his wife into their new 
community as quickly and courteously as possible. For ex-
ample, "The Welcome Mat" at Larson AFB includes a "Welcome 
Hand Out" mailed to an individual before he reports for 
duty on the base. This is a reproduced letter of welcome 
with a pamphlet concerning Larson and its living conditions. 
Upon arrival at the base, every effort is made to create a 
friendly welcome atmosphere. In a short time, the newcomer 
receives thorough indoctrination at all echelons, including 
the supervisor, the squadron, the group, and the wing com-
mander. Each month an orientation program is conducted for 
new arrivals which includes a briefing about the local area 
and neighboring towns by representatives of the local com-
munities. 
Operation "Welcome Wives" is employed at Gary AFB 
to inform the wives of newcomers about the Base, its mission, 
its facilities and the training program on the Base. It 
includes briefings, static displays and the observation of 
training in progress. A brief talk on the wife's respon-
sibility is also included. 
To aid the newcomer in getting settled quickly many 
Base Housing Officers maintain a detailed listing of furnished 
and unfurnished housing within a reasonable area surrounding 
the Base. 
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2. Family Life on the Base is enhanced at many 
places by the provision of services and the expansion of 
community activities to increase the convenience and inter-
est of everyday living for the airmen and their wives. Some 
examples are: NCO Wives clubs, which are organized at most 
bases primarily for social purposes also sponsor or assist 
in providing such services as the following which tend to 
bring the Air Force family closer together: 
Base nurseries and child care centers. 
Youth Centers, sponsoring supervised recre-
ational and educational activities for the 
teenage youngster. 
Gray Ladies and Red Cross work. 
Thrift Shops. 
Welcoming committees for newly arrived per-
sonnel. 
At several Air Force Bases a Wives Council has been 
formed. The council membership consists of representatives 
of the Officers Wives and NCO Wives Clubs. Primarily con-
cerned with promoting welfare activities among Base per-
sonnel, the councils are also used as a sounding board for 
testing proposed policies that may have a direct effect on 
the Air Force family. Throughout the Air Force space is 
given in Base Newspapers to publicize the activities of 
these wives' groups. 
Increased emphasis has been given by many commands 
to operating Base Services -- commissaries, exchanges, barber 
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shops, shoe repair shops, medical facilities, finance offices, 
etc. -- to provide a maximum of convenience and courtesy for 
the airmen customers and their families. 
Excellent Dependents Assistance Programs have proved 
of great benefit at a number of Air Force Bases. Manned 
almost completely by the wives of Officers, NCOs and Airmen, 
on a voluntary basis, these programs are providing an ever 
increasing service in many commands. In general, these pro-
grams are designed to render assistance to Air Force personnel 
during two critical periods: first, upon joining the 'station; 
and second, departing from the station. When an Airman ar-
rives at the Base the Dependents Assistance Officer refers 
the names of the Airman's dependents to a welcoming committee. 
A member of that committee personally welcomes the dependents 
as soon as possible after their arrival and provides them with 
printed information on the Base and community facilities. If 
the dependents do not accompany the Airman, they are con-
tacted by letter and invited to contact the Dependents 
Assistance Officer at the Base nearest to their residence if 
any personal problems arise. 
A variation of this plan is the Dependents Assistance 
Personnel Services Committee in operation at Castle Air Force 
Base. This Committee is organized to assist military per-
sonnel should any emergency arise in the home. For example, 
if emergency transportation is needed, a volunteer will be 
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at the Airman's door within minutes after being called. The 
committee also provides baby sitting services in case of 
emergency and locates professional help to assist Airmen in 
emergency situations. 
3. Change of Station is a time when the Air Force 
family needs help. Dependents Assistance Programs provide 
advice and guidance to the families of service members. At 
Truax Air Force Base, reassignment policies have been estab-
lished which give consideration to factors such as health of 
dependents, school age children, financial problems and re-
assignment location. Also, with the Change of Station Orders 
some Bases include, as a convenience to Airmen's wives, an 
interpretation of the Air Force regulation pertaining to the 
movement of household goods. 
The Alaskan and Caribbean Air Commands have estab-
lished sponsorship programs for newly assigned personnel 
which require the gaining organization to appoint a sponsor, 
normally of equal grade, to act as advisor, guide, and source 
of general information for each new arrival and his family. 
The sponsor accompanies his charge from the time he arrives 
on-the base until he is settled into both home and job. A 
briefing is given the sponsor, upon appointment, relative to 
his responsibilities in orienting the newcomer and pre-
arranging housing and other necessary items. 
The few examples cited above are representative of 
the wide range and variety of practices instituted at the 
local Base level to create a favorable atmosphere for the 
airmen and their families. Such practices are limited 
only by the imagination, initiative and resources available 
to a Base commander. 
SUMMARY 
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Since June of 1954 the Air Force has proceeded to 
solve its personnel retention problem with determination and 
imagination. A centralized Air Staff agency, the Personnel 
Retention Division, has been established to provide co-
ordination and concentration of action for all aspects of 
the retention problem. A reenlistment program regulation 
(AFR 39-2) was published in January 1955 to provide a frame-
work for the reenlistment campaign throughout the Air Force. 
Many actions to motivate airmen to stay in the Air Force 
have been adopted and new actions, policies and legislation 
are constantly being explored and developed. At the local 
Base level a wide range of practices have been instituted to 
create a favorable atmosphere for the airmen and their 
families. 
The rising reenlistment rate -- from 18 per cent of 
first term airmen in FY 1955, to 29 per cent in FY 1956, to 
an estimated 34 per cent in the first half of FY 1957 -- is 
eloquent testimony to the effectiveness of the reenlistment 
program. Yet some 66 per cent of first term airmen still 
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are separated after their first enlistment. Certain qual-
ities of vital significance must be missing from the pro-
gram. One of these might be a lack of standardization of 
the best local personnel practices throughout the Air Force. 
This is indicated by the quite different reenlistment rates 
among similar Air Force organizations -- a problem which is 
presently being studied by Air Force researchers. From the 
viewpoint of the communicator, another quality which might 
be missing from the present program, might be that Air 
Force actions are not in a context needed to lend meaning 
and value to them in the minds and emotions of airmen. To 
pursue this thought further let us go on to the next chapter 
to consider the Information Services Program, whose function 
is to explain Air Force actions and policies to the airmen 
and other publics. 
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CHAPTER IV 
THE ROLE OF INFORMATION SERVICES IN THE 
PERSONNEL RETENTION PROBLEM 
The information program of the Air Force has one 
ultimate objective: To gain the public understanding and 
support needed to enable the Air Force to carry out its 
mission effectively. The Air Force considers its members 
-- officers, airmen, civilians and members of the Reserve 
components -- as the most important public involved. And 
one specific objective of the program is to help retain as 
many skilled men in the Air Force as possible. Thus, the 
internal information program, embracing the maxim that good 
public relations consists of "doing good and getting credit 
for it," was responsible for explaining the command, personnel 
and legislative actions outlined in the last chapter, to 
assure "credit" for the actions was obtained. 1 
Birth of Information Services2 
In November, 1953, as the reenlistment rate of airmen 
fell to an all time low, the Air Force reorganized its public 
information activity to bring related functions under a single 
staff agency known as the Office of Information Services, 
which reported directly to the commander at all echelons. The 
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, greatest changes took place in the internal information area. 
New channels of communication with Air Force members were 
created and an inside-out public relations approach was 
formulated. The public information function remained rel-
atively unchanged. The historical program remained under 
the Air University at the top level, but in the field it came 
under Information Services. Community relations emerged in 
many commands as a functional element of the information 
services office on an equal level with the other three activ-
ities. 
Organization3 
At Department of the Air Force level, the Office of 
Information Services is a staff agency of the Office of the 
Secretary of the Air Force. It is made up of three main 
divisions: the Int~rnal Information Division, the Civil 
Liaison Division, and the Public Information Division. 
Briefly these divisions perform the following functions: 
Civil Liaison Division: Provides a central planning, 
programming and coordination service for Air Force activities 
in the area of civil relations. 
Public Information Division: This Division serves as 
the Air Force spokesman to external publics. 
Internal Information Division: Plans and directs 
the Air Force internal information program and acts as the 
liaison agency for field information services activities. 
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This chapter treats almost exclusively with the Air 
Force internal information program. But it should be pointed 
out that the Air Force's excellent public information and 
community relations programs also play a vital role in the 
creation of desired attitudes among Air Force people. This 
will be discussed further in Chapter IV. 
Development of Internal Information4 
The Internal Information Program was planned during 
1954. The division was staffed to deal with policy and also 
to develop and distribute internal information materials to 
the information offices of the 19 major Air Force commands in 
the United States and overseas, their numbered air forces and 
air divisions, comprising approximately 500 Air Force Bases, 
installations and special offices located in the U. S. and 
in some 30 foreign nations. 
The audience of the internal information program con-
sists of nearly two million people -- the 920,000 military 
members of the active Air Force, the 430,000 civilians em-
ployed by the Air Force, and the families of both groups. In 
addition, Internal Information serves hundreds of thousands 
of Air Force Reserve, Air National Guard, Ground Observer 
Corps and Civil Air Patrol participants in Air Force programs. 
Objectives5 
The objectives of the Air Force's Internal Information 
Program are: 
1. To instill in Air Force personnel appreciation 
of the importance of their tasks, duties, and 
assignments. 
2. To develop an understanding of the interrela-
tionships between Air Force Commands. 
3. To inform Air Force personnel of the employment 
of military airpower to the extent that they 
have a fundamental understanding of its nature 
and the necessity for unity in its discretion 
and employment. 
4. To provide Air Force personnel with awareness 
of their responsibilities and opportunities 
for contributions as members of the Air Force 
and as American citizens. 
5. To explain the capabilities and limitations 
of military forces. 
6. To instill in each individual in the Air Force 
understanding and belief in: 
a. Our representative form of government. 
b. His responsibilities and obligations to 
serve as well as the privileges he enjoys 
under our form of government. 
c. The value and dignity of the individual and 
the faith and trust which we as Americans 
place in our fellow man. 
7. To make every member of the Air Force fully 
conscious of: 
a. National and international problems and 
issues which have impact on his life, his 
attitudes, and conduct both at home and 
overseas. 
b. Soviet communism, its meaning, aims, ob-jectives, and inherent conflict with the 
free world's concept and practical applica-
tion of decency, integrity, fair play, the 
worth of the individual, and the rights 
assured the individual by our form of 
representative government. 
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Steps Taken to Achieve Objectives 
In establishing the internal information program, 
Air Force thinking has necessarily been oriented in terms of 
setting-up the channels of publicity. Now that the channels 
are in existence, information services officials are giving 
serious thought to the content of Air Force information and 
to the context in which it should be set in order to communi-
cate with airmen and motivate them toward an Air Force career. 
Those top level information officers interviewed in connection 
with this paper were keenly aware that they couldn't presume 
everyone would voluntarily pay attention, understand and act 
on the basis of Air Force information, simply because every-
one can read and understand the language. The problem is to 
develop a communications program. As one writer put it 
" •••• publicity means making oneself known, communication 
means making oneself understood."6 There's a big gap between 
being known and being understood and appreciated. To retain 
the skilled personnel it needs the Air Force must make itself 
appreciated. Thus more emphasis is being given by the Air 
Force to the content of its information and to communion 
through the common American experience, culture, knowledge, 
attitudes and emotions of Air Force personnel. In the Air 
Force Information Services Manual, AFM 190-4, the importance 
of content is recognized in a statement of policy: 
At all echelons which produce or disseminate in-
formation for the internal audiences, the emphasis 
will be on quality rather than quantity. 
Information should be presented in such a way as 
to make the individual want to receive it. Emphasis 
should be placed upon meali which permit the in-
dividual to receive the information at a time con-
venient to him.7 
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What is "quality" information and how do you "make the 
individual want to receive it?" These are questions to keep 
in mind as we review some of the major media and techniques 
used in the Internal Information program. Some will be dis-
cussed in terms of the Strategic Air Command's sample survey 
evaluation of its internal information program. 
Materials Used in the Program 
Materials used to achieve the information objectives 
generally fall into four categories and are distributed 
through four basic outlets. They are: the Air Force News 
Service; the Monthly Commander's Call Program; the Field 
Guidance to Information Services Officers; and Special 
Projects. In some detail they consist of the following: 
Air Force News Service 
The Base newspaper is considered to be the basic 
medium of the internal information program and the Air Force 
News Service provides a weekly mailing of about ten selected 
news and feature stories, editorials, book reviews and mats, 
directly to Base newspaper editors. Although this material 
is designed primarily for the lase newspapers, it can also 
be adapted for use on bulletin boards, on-base radio and 
television outlets, at staff meetings etc. The releases 
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can be used in Base newspapers without change or revision, 
though localizing wherever possible is strongly encouraged. 
Each one is completely coordinated within the Air Staff of 
Hq. USAF, and with appropriate government departments. Some 
of the releases -- on subjects such as career benefits, new 
aircraft and missiles, personnel policy changes, news of 
interest to dependents, advancements in nuclear weapons --
are designed to help provide a constant and consistent voice 
between the commander and his men. In addition to this 
weekly mailing of the Air Force News Service to approximately 
400 papers, a direct wire service is used to send very 
important "flash" news items to editors. 8 
Feature stories of interest to women for use in base 
papers and in Air Force Wives' Associations publications, 
or which there are 63 published regularly in the Air Force, 
are mailed monthly. 9 
Monthly Commander's ca1110 
The outlet second in importance is the one-hour 
monthly information program known as Commander's Call. This 
program is conducted personally by each commander during 
duty hours in all units of the Air Force. Attendance by 
each Air Force member in all noncombat areas is mandatory. 
The Commander's Call program usually follows this 
sequence: The Commander gives his presentation about local 
problems and plans, and answers any questions the airmen may 
have on subjects of interest to them. He then introduces 
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the film or speaker and the balance of the program is carried 
out. Two high quality films may be shown. The first is a 
newsreel -- Air Force News Review, showing the latest develop-
ments in the Air Force. A feature film of a motivational 
character is made available to the Commander for showing if 
he chooses. Oral presentations by persons other than the 
Commander are used only when a highly qualified speaker is 
available from within or outside the organization. Forums, 
panels, quiz programs, skits, and similar presentations are 
encouraged. 
Before going on to a description of other internal 
media let us evaluate the base newspaper and commander's call 
programs in the light of available evidence. 
Evaluation11 
In the author's opinion the Strategic Air Command (SAC) 
has one of the finest internal public relations programs to 
be found in either government or industry. In Mayl956 SAC 
undertook a research project to establish the existing 
levels of job satisfaction and then to determine the relation-
ship between these levels and the effectiveness of the in-
ternal information program. Possibly the conclusions drawn 
from this research were not warranted by the facts, but let's 
have a look. 
Design of the Study 
The opinions and attitudes measurements of that study 
were based on five questions in the sampling questionnaire 
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which examined the job satisfaction level of 7,195 respondents. 
Broken down by grades there were: 4,445 Airmen, 1,922 NCOs, 
618 Warrant Officer through Captain and 208 Majors through 
Colonel. The questions: 
1. HOW MUCH DO YOU FEEL SAC CONTRIBUTES TO WORLD 
PEACE BY DISCOURAGING POSSIBLE ENEMIES? (To 
reflect job importance). 
2. DO YOU FEEL YOUR JOB IS NECESSARY TO THE 
IMPORTANCE OF SAC'S MISSION? (Self importance). 
3. DO YOU THINK OTHER PEOPLE FEEL YOU CONTRIBUTE 
TO SAC'S MISSION? (Job recognition). 
4. HOW DO YOU COMPARE AIR FORCE LIFE TO CIVILIAN 
LIFE? (Working conditions). 
5. HOW MUCH DO YOU THINK SAC IS TRYING TO DO TO 
IMPROVE YOUR LIFE IN THE AIR FORCE? (Confidence 
in management). 
Each question had multiple choice answers such as 
"Very Much," "A Fair Amount," "None at all," and "I don't 
know." 
Respondents who answered "Very Much" were totaled 
for each of the five questions. The five totals were then 
divided by five to obtain the mean. This average became the 
index of the number of respondents having high job satisfac-
tion. Converted to percentages it expresses the measure of 
high job satisfaction within the command. 
The same procedure using the "A Fair Amount," choices 
gave the measurement of medium job satisfaction. The combined 
total choices of "None at all," and "I don't know," gave the 
measurement of low job satisfaction. 
Of course, the measurement groups were made up of 
individuals who selected in varying degrees the majority 
of choices in their distinguishing groups, and consequently 
have varying degrees of job satisfaction. 
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Correlations revealed that, of the 7,195 respondents, 
302 individuals selected the high job satisfaction choice on 
each of the five questions and 142 respondents selected the 
low job satisfaction choice on each of the five questions. 
In relation to the overall command this interpreted to mean 
that SAC has four per cent, or some 8,000 individuals, who 
might be called highly dedicated personnel and two per cent, 
or some 4,000 individuals, who are undesirables. Following 
naturally expected personnel characteristics, job satisfac-
tion increased with rank. The medium satisfied bracket re-
mained almost constant in all grades. For this reason and 
to reduce the workload of correlation, the medium group was 
not considered in comparing information patterns. 
To examine the information patterns, 10 per cent of 
the high group, who marked the high choice on all of the 
five attitude questions were used to represent the high 
group. And the seven per cent of the low group who marked 
low choices on all five questions were used for the low 
Some Findings and Conclusions 
The Source of Information on Which the High and Low Job 
satisfaction Groups Based their Attitudes and QPinions 
Rumor Base 
Gossip Comnander's News-
Gra2evine su2ervisor Call 2ai!er Other 
High 3% 45% 23% 15% 14% 
Low 26% 20% 15% 23% 16% 
From an informational aspect, the largest contribut-
ing factor to low job satisfaction is the reliance of 
this group on rumor, gossip and grapevine for one-fourth 
of the information on which they base their opinions. 
Contra-wise, in the high group the misinformation segment 
is only three per cent of the total. This is a strong 
indication that the more active and efficient the in-
formational use of management-employee communications, 
the higher the degree of job satisfaction with consequent 
increase in the efficiency of the worker, and decrease in 
labor turn-over. 
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The 25 per cent decrease in the supervisor as a source 
of information in the low group, underscores the importance 
of supervisory communications. 
High 
Low 
Use of Internal Information's Primar~ Channels of 
Communication by Rieh and Low Job atisfaction 
roUES 
Reads Practically 
Every Issue of 
Base News2ai!er 
90% 
48% 
Comnander's Call 
Always or Usually 
Worthwhile 
81% 
27% 
The affect of the base newspaper and Commander's Call 
on the two groupings is emphasized in the comparison of 
their use by the high and low groups. It is significant 
that 90 per cent of the high job satisfaction group read 
every issue of the base newspaper, and 81 per cent believe 
the Commander's Call program is always or usually worth-
while, as compared to the only 48 per cent and 27 per 
cent respectively in the low group. 
"Intellectual Incest" in the Information Program? 
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The conclusions drawn from the above findings are 
subject to question. Perhaps the correlated statistics 
merely demonstrate what many studies have proven: that those 
who agree with you and like you are more likely to listen to 
your information than those who don't. Thus those Air Force 
personnel who have high job satisfaction and are generally 
sold on the Air Force and SAC are naturally more likely to 
show interest in Air Force information programs than those 
who aren't. For instance, when free tickets to a documentary 
film were offered in one city, about five per cent of the 
adult population in the city came to the showing. A sampling 
of this group revealed that the people who attended the movie 
were those whose behavior was already closest to that ad-
vocated by it. The very people whom the film was designed 
to influence stayed away. 12 
The big challenge to Air Force information services 
is to devise a communications program to reach those who 
aren't tuned-in to its present internal publicity program. 
We'll discuss more of this in the next chapter. 
Themes13 
Considerable emphasis is given to presenting informa-
tion themes so that the reader, viewer or listener is led 
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to make up his own mind. Information officers at every level 
are cautioned to be ever mindful of the danger of allowing 
the program to appear doctrinaire or propagandistic. "This 
could defeat its purpose more permanently than any lack of 
quality in presentation," they are cautioned. 
Some of the broad themes included in this program 
are as follows: 
1. Airpower is peace power. 
2. The individual is the most important 
element of the Air Force. 
3. A good Airman knows his Air Force. 
4. Your Air Force career is a good career. 
5. You are the Air Force to your civilian 
neighbor. 
6. A good Airman is a good citizen. 
7. The Air Force family is on the team. 
8. Democracy frees men ••• Communism enslaves 
them. 
9. USAF ••• backbone of freedom. 
10. You're its number one man. 
Also, Information services officers at all levels are en-
couraged to develop themes that will further the over-all 
information services objectives and their own command and 
local objectives. 
Are Themes Appropriate? 
Since top level command and staff personnel in all 
units select the programs and themes that will be used in 
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information channels, it raises the question as to whether 
persons with one attitude can select themes and materials 
that are appropriate for people with a different attitude ••• 
and which will be effective in modifying the different 
attitude. For instance, those selecting themes are likely 
to be very highly motivated toward the Air Force and to 
express themselves in terms of Air Force values. Their 
themes would tend to reinforce the attitudes of those who 
agree with them. The first term skilled airmen, on the 
other hand, has a different value system. Most of them are 
not highly motivated toward the Air Force as a career. To 
reach them calls for themes that integrate Air Force values 
with the Airmen's value system ••• and perhaps the best way 
to find out what the themes should be is to go out and find 
out from the airmen. 
Special Projects14 
Other channels of communication and related special 
projects cover a multitude of activities. Briefly some of 
them are: 
Posters. Each month a full color 29 x 32 inch 
poster is produced, using paintings donated to the Air Force 
by leading American artists. They provide a means of 
repetitively suggesting a simple direct theme about the Air 
Force. The posters are designed to motivate and inspire 
pride in service. They are distributed to all units. 
Pamphlets -- Internal information program pamphlets 
are published at the rate of approximately one every three 
months. Selection of content for the pamphlet program is 
guided by the same factors used in selecting themes, and 
feature and editorial content. For instance, some recent 
titles of pamphlets: "You're the Number One Man," and 
"The Air Force is a Big Job." 
Fact Sheets Specific Air Force subjects of gen-
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eral interest, such as questions most frequently asked about 
the Air Force, major commands and their missions in brief, 
etc. are covered in Fact Sheets. They are designed primarily 
to inform Air Force personnel on current public issues af-
fecting the Air Force, but are also used as a basis for 
speeches, answering public queries, and as reference mater-
ial. They are prepared and distributed whenever a requirement 
exists. 
Reprints -- Magazine articles on Air Force and 
Aviation subjects are printed and distributed to the field 
as they appear in the public press. 
Weekly News Digest News and feature stories about 
the Air Force which appear in daily metropolitan newspapers 
are compiled for a weekly mailing to'commanders and Informa-
tion Services Officers. 
Radio and Television -- A network of 42 radio out-
lets and 14 low power television stations have been estab-
lished in isolated areas for internal information purposes. 
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They furnish entertainment and information to Air Force mem-
bers and their families. Major u.s. network shows are pro-
vided on tape or kinescope. 
Speakers Guide -- This provides, in handy pocket 
fashion, the latest information on air doctrine, general 
air power subjects, and offers tips to Air Force speakers 
who appear before the public. This guide is revised annually. 
Circuit Rider Speeches -- In 1956 twelve outstanding 
senior officer graduates of the Air University took the 
story of the Air Force mission to 65 bases throughout the 
United States in speeches on Commander's Call Programs. 
Speeches -- Those speeches made by top Air Force 
leaders in major public appearances are distributed to field 
ISOs for reference and background. They are used for local 
speaking programs encouraged of Air Force commanders and 
members. 
There are many other communications techniques em-
ployed by various commands -- such as "open house" special 
events for airmen and their dependents, incentive awards 
programs, billfold data cards, etc. But they will not be 
covered in this paper, as the above details cited demonstrate 
that the Air Force internal information program is a going 
concern employing all channels of mass communications. 
The "Feedback" 
Effective communications hinges on a two-way flow of 
. f . d i . 15 ~n ormat~on an op n~on. In the case of personnel 
retention this involves a flow of information from the Air 
Force to the airmen and a return flow of information from 
the airmen to the Air Force. Let's consider some of the 
major "feedback" channels in the internal information pro-
gram. These consist of: (1) Field Reports, (2) Observed 
results of the program, and (3) Air Force Sample Surveys. 
In their present form all are inadequate for a communica-
tions program with the objective of motivating first term 
airmen to stay in the Air Force. 
Field Reports 
Quarterly narrative reports are required of each 
squadron or equivalent unit to determine the effectiveness 
of the internal information. These reports consist of: 
1. A brief explanation of any instance in 
which a Commander's Call was not held. 
2. The percentage of personnel present for 
duty attending Commander's Call on the 
days they were conducted. 
3. 
4. 
The percentage of Commander's Calls in 
which the unit commanders participated. 
Recommendations for improvement of the 
internal information program and mater-
ials.l6 · 
72 
The entire internal information program is designed 
to channel information DOWN. Field reports could be ex-
~ ploited for UPWARD communication. They could serve as a 
continuing opinion, attitude and idea survey of all Air 
Force units. This report could have a gripe section --
which would not necessarily be confined to the internal 
information program -- but to Air Force irritants as a 
whole. Many of these gripes could be handled by the local 
commander concerned -- if he is made aware of them. Those 
he couldn't handle could be forwarded to higher levels of 
command for action. 
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The actual writing of the gripe sections of the 
report could be rotated among personnel in each unit or 
section. This would give them an opportunity to get their 
say in, a chance for a little recognition, an invitation to 
belong through participation and a sense of emotional 
security against reprisal for being openly frank. 
When interviewed, the officer in charge of the 
Commander's Call program, at the top level, pointed out the 
weaknesses of the present Field Reports and said the report 
was being revised to give more useful information. 
Observed Results of the Program 
One of the most active projects of the internal in-
formation program in recent years has been to publicize per-
sonnel and legislative actions taken to induce the skilled 
airmen to stay in the Air Force. The steadily rising 
positive reenlistment intent of airmen as reflected in 
sample surveys indicates that many of them are listening 
to Air Force information and being influenced toward a 
career in the Air Force. During the period from November 
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1953 to February 1956, first term airmen saying "yes" they 
planned to reenlist rose from 8.1 per cent to 20.7 per cent, 
and career airmen from 63.7 per cent to 84.1 per cent. 17 
Opinion Polls 
Sample surveys taken for Personnel and other staff 
agencies are available to the Internal Information Division. 
Also surveys taken by subordinate commands, such as the SAC 
study mentioned earlier, are available. But a survey spe-
cifically designed to determine the human values upon which 
to base a communications program to motivate airmen to re-
enlist has not been undertaken. These values must be deter-
mined if Air Force information is to be effective in adjust-
ing the Air Force vis-a-vis of the airmen. 
SUMMARY AND EVALUATION 
The Air Force Office of Information Services, in 1957, 
is a going concern. The channels of communications have been 
established and the problem of retaining skilled personnel is 
given primary consideration. 
While organizing the program, information services 
thinking has been preoccupied with developing channels or 
media, information materials, and techniques. Now that the 
organizing phase is over, information services leaders are 
aware that the channels and information materials do not pro-
vide a straight line of contact that produces understanding 
of information as it was intended by the sender. They are 
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giving serious thought to circumventing the barriers to 
communications and to reducing distortion. They are con-
cerned with content, i.e. what kind of information should be 
developed to reach the underlying objectives. These are 
some of the problems of communications which information ser-
vices planners must solve before the command, personnel and 
legislative actions discussed in the lase chapter, can be 
clearly explained in a context that will give them favorable 
meaning in the eyes of airmen. The problem of Air Force in-
formation services is highlighted by the following divergent 
viewpoints of the same 1956 legislation: 
Information Services Viewpoint 
An outstanding example of use of internal information 
media to achieve a specific requirement occurred in 
July 1956. The new Survivor Benefits legislative act 
posed an immediate and urgent problem since individual 
service members had to revoke certain insurance waivers 
in a limited time to qualify for benefits under the act. 
Air Force internal communication channels already ex-
isted to meet this requirement. Press releases, speeches, 
bUlletins and pamphlets were prepared and sent to the 
field. The Air Force's internal publicity effort was 
completed well ahead of schedule.l8 
Personnel Retention Division's Viewpoint (On the same legisla-
tion) 
More than half (53%) of the first term and 42 per 
cent of the career airmen did not know enough about 
benefits to military personnel from legislation for it 
to have any effect on their career plans. Eight per 
cent of the First Termers and six per cent of the career 
airmen did change their reenlistment plans because of 
the legislation. In cont~ast to officers, the airmen 
"changers" shifted away from Air Force careers, indicat-
ing the legislation was no stimulus for reenlistment.l9 
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Perhaps the "legislation was no stimulus for reenlist-
ment," but since such a large percentage of airmen were unin-
formed about the benefits of the legislation, it is more 
likely that there was a lack of communication. Although the 
information was available in quantity, perhaps it was not in 
a context which would get the attention and desired response 
of airmen. 
In this connection, Lazarsfeld and Merton20 point out 
that research indicates at least one or more of three condi-
tions must be satisfied if information is to prove effective 
in achieving social objectives: (1) Monopolization, (2) Canal-
ization rather than change of basic values, and (3) supple-
mentary face-to-face contact. 
Monopolization 
By "monopolization" the authors mean an absence of 
counterpropaganda. For instance, the image of the popular 
idols of screen, stage and television would have far less 
currency were they subjected to counterpropaganda. A career 
in the Air Force as an airman does not satisfy this condi-
tion. It is subject to considerable counterpropaganda from 
the airman's family, civilian friends, and facts and fancies 
of greener pastures in civilian life, to name a few. 
Canalization 
In discussing "canalization" these investigators 
maintain that current beliefs in the enormous power of mass 
77 
communications appear to stem from successful cases of 
monopolistic propaganda or from advertising. They point out 
that the leap from effectiveness of advertising to the as-
sumed effectiveness of propaganda aimed at deep-rooted atti-
tudes and ego-involved behavior is as unwarranted as it is 
dangerous. They discuss the two functions as follows: 
Advertising is typically directed toward the canal-
izing of pre-existing behavior patterns or attitudes •••• 
'Advertising pays' because it generally deals with a 
simple psychological situation. For Americans who have 
been socialized in the use of a toothbrush, it makes 
relatively little difference which brand of toothbrush 
they use .•••• But mass propaganda typically meets a 
more complex situation. It may seek objectives which 
are at odds with deep-lying attitudes. It may seek to 
reshape rather than to canalize current systems of 
values. And the success of advertising may only high-
light the failures of propaganda. Much of the current 
propaganda which is aimed at abolishing deep-seated 
ethnic and racial prejudices, for example, seems to 
have had little effectiveness.21 
The paradox of why the mass media should be so much 
more effective in selling commodities than they are in sell-
ing good citizenship and democratic action has also been dis-
cussed in two thoughtful articles by G. D. Wiebe. 22 
Successful commodity advertising, Wiebe points out, 
contributes a last push to peoples motivations and then di-
rects them to an appropriate "social mechanism" (usually a 
retail store) for the expression of these motivations. This 
"social mechanism" must be both physically and psychologically 
"nearby" and must be appropriate to the particular demand. 
Wiebe goes on to examine several successful and un-
successful mass media campaigns. He finds, for instance, 
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that a radio documentary which concluded by urging listeners 
~ to form neighborhood councils to combat juvenile delinquency 
was asking nothing less than for listeners to construct 
their own "social mechanism" without blueprints provided. 
Canalization v.s. Modification of Attitudes in the Air Force 
The Air Force internal information program does not 
satisfy the condition of "canalization" of the airman's 
systems of values, but rather it seeks to modify them. The 
Air Force Information Services Manual (AFM-190-4) expresses 
the aim as follows: 
Modification of attitude is the end product which in-
formation programs seek. Basically, this modification 
is achieved through the elements of information, per-
suasion and human adjustment. These elements, then, are 
the basis on which the internal information program 
rests. They are not mutually exclusive, but are closely 
related.23 
To appreciate the magnitude of the problem of modify-
ing the basic values of airmen and of motivating them to seek 
Air Force careers, one need only consider some of the con-
flicts of values involved. The young airman recruit is 
brought into the authoritarian hierarchy of the Air Force in 
which he is at the bottom. Every one of these recruits has 
been indoctrinated for at least 18 years in the American 
philosophy of equality, individualism, and his right to do 
anything he wants to do as long as he does not encroach on 
the rights of others. This does not jibe very well with the 
authoritarian value system of the Air Force or any military 
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organization. To be successful, the Air Force information 
program would first have to reshape the airmen's American 
values and motivations to make the "social mechanism" of an 
Air Force career "psychologically nearby" and appropriate to 
their demand. Once this was accomplished the airmen would 
merely have to be directed to the nearest Reenlistment Office 
to express their new motivations. 
The evidence indicates that it would be easier and 
far more effective to determine some of the existing American 
values and motivations, held in common by the airmen, and use 
these as a context in which to adjust the value content of an 
Air Force career. Then Air Force information would be in a 
position to "canalize" the existing values and motivations of 
airmen toward expression through reenlistment in the Air Force. 
Th~concept is developed further in Chapter IV. 
Supplementation Through Face-to-Face Contacts 
Lazarsfeld and Merton conclude their analysis with the 
observation that mass propaganda which is neither "monopolistic" 
nor "canalizing" in character may still prove effective if it 
meets the third condition: "Supplementation through face-to-
face contacts." 
The authors cite the apparent propagandistic success 
achieved some years ago by Father Coughlin as an illustration 
of the interplay between mass media and face-to-face contact. 
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They point out that his success in communicating does not 
appear upon inspection to have resulted primarily from the 
propaganda content of his radio talks. Rather it resulted 
from a combination of these centralized talks and a network 
of local organizations which arranged for their members to 
listen to him, followed by discussions among themselves of 
the social views he had expressed. Thus Father Coughlin's 
central supply of information on a nationwide network com-
bined with the coordinated distribution of newspapers, pam-
phlets and locally organized face-to-face discussions among 
small groups provided a reciprocal reinforcement by mass 
media and personal relations which proved spectacularly suc-
cessful. 
Air Force Application 
Supplementation of Air Force information through 
face-to-face contacts is practiced in the present informa-
tion services program. A case in point is the monthly 
Commander's Call. Another very promising supplementary 
medium to Air Force information -- the first line supervisor 
-- was pointed up by the SAC survey mentioned earlier. Air 
Force information which is designed to influence the atti-
tudes of airmen toward the Air Force as a career -- which 
includes all information on command, personnel and legis-
lative actions affecting airmen -- could benefit from the 
reinforcement effect of planned and directed supplementary 
face-to-face contacts through the supervisor and the 
Commander's Call program. 
The Next Step 
The communications conditions of "monopolization" 
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and "supplementary face-to-face contacts" will not be pur-
sued further. For an Air Force career is subject to counter-
propaganda which would be difficult, if not impossible, to 
eliminate in a free society, while supplementary face-to-face 
contact is practiced in the Air Force and can readily be ex-
panded. However, the condition of "canalization" is developed 
further in the following chapter where certain American values 
are isolated and their significance to the communications 
problem of motivating airmen to reenlist in the Air Force are 
considered. 
CHAPTER IV 
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THE TASK OF THE INFORMATION SERVICES PROGRAM 
IN MOTIVATING AIRMEN TO REENLIST 
Modes of Communication 
As pointed out in Chapter III, the Air Force employs 
all popular modes of modern mass communications. After charg-
ing the internal information program with being preoccupied 
with the channels of communication, the reader might wonder 
why this chapter starts by belaboring the same subject. Let 
me explain. As used in this chapter, communications is not 
confined to mean the explicit and intentional transmission of 
information alone. As used here the concept of Air Force 
internal information includes all of those processes and 
actions by which the Air Force influences the airmen. This 
is based on the premise that all Air Force actions and events 
have communicative aspects when perceived by the airmen and 
tend to change his level of information and thus influence 
him. Their contents are probably more important than those 
of news releases, pamphlets or movies. 1 
This is recognized by the Air Force Information 
Services manual (AFM 190-4) which puts it this way: 
The attitude-affecting responsibility of the Office 
of Information Services, is shared with a number of 
other agencies. Many actions by Air Staff agencies, 
field commanders, legislative and executive officials 
of Government and the public, affect the attitude of 
Air Force personnel toward the Air Force •••• 
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Since these elements are interrelated, it is de-
sirable that information services officers give close 
attention to any attitude or incentive-influencing 
Air Force activities. It is considered appropriate 
that information services officers suggest modifica-
tions or additions to Air Force action programs under 2 all other staff agencies in order to achieve the goal. 
Thus, one of our problems in the Air Force informa-
tion services program is to search out and be alert to the 
content of all of the modes of communication which bear on 
the attitudes of airmen toward the Air Force. Then we must 
strive to develop and interpret the content of Air Force ac-
tions, traditions, mores, folklore, etc. in the proper con-
text. Today, Air Force internal information is presented 
in the Air Force context. Most subjects are developed and 
interpreted within a framework of Air Force values. This 
serves the end of reinforcing the favorable attitudes of the 
Air Force oriented career man. However, the same internal 
information may be out of context to the thousands of first 
term airmen the Air Force is striving to reenlist. They are 
more likely to perceive this information in a context of the 
value systems of the American society from which they came --
than from an Air Force viewpoint. To put Air Force internal 
information into an acceptable context for the first term 
airman we must know something of the airman and how his 
value system influences his perception of his Air Force en-
vironment. 
86 
The "Airmen" Audience 
In order to communicate with first term airmen or 
anyone, we must find some starting point, a motive, a value, 
a bit of knowledge or experience that is shared. 3 Thus 
one basic aspect of the !SO's task is to understand some of 
the common motives and values of his audience. If he in-
tends to motivate airmen toward reenlistment, he must be 
able to predict how the heterogeneous airmen population 
will respond to his message. To predict this response the 
ISO needs some knowledge of the airmen. This knowledge we 
will call the "Image of the Airmen." As explained in 
Chapters I and II, Air Force personnel officials have 
recognized the need "to get the facts" about the airmen. 
But their "Image of the Airmen" has been drawn primarily 
in terms of his reenlistment behavior as reflected in 
quarterly sample surveys. This information is useful to 
the ISO, but in addition he needs an "Image of the Airman" 
drawn in terms of the airmen's communications behavior. 
One Approach to the Problem 
To understand one person, even a close friend, 
is usually difficult. His observed behavior can be var-
iously interpreted and the motives, attitudes and drives 
which have produced the behavior cannot be easily analyzed. 
When faced with the problem of understanding an individual, 
we often adopt one of two short cuts: we believe that the 
other person is like ourselves, or that we are like the 
other person. Psychologists call the first procedure "pro-
jection" and the second "identification. " 4 
Projection is one of the procedures employed by the 
Air Force internal information program to understand and 
communicate with airmen today. One theory, explained to 
the writer at the Internal Information Division, Office of 
the Secretary of the Air Force, in Washington, was that an 
airman does the writing of most internal news releases to 
assure that they are acceptable and understandable to all 
airmen in the Air Force. Apparently, this theory operates 
on the premise that airmen all over the Air Force are alike 
in many respects and thus one of them can interpret the Air 
Force from a viewpoint and in a language understandable to 
all. 
This may or may not be true. But in any case, it 
doesn't help the ISO to plan his programs in terms of known 
values common to the airmen sons of bankers and ditch dig-
gers, lawyers and store keepers, Dodger fans and Yankee 
fans, etc. To plan an information program to motivate air-
men to reenlist in the Air Force, we need an image of the 
airmen which will perform certain definite functions. It 
must supply information: 
1. To help the ISO attract the attention of 
the airmen. 
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2. To help hold the airmen's attention once it 
is captured. 
3. To help the ISO choose the symbols for the 
content of his information which will convey 
his meaning understandably -- and motivate the 
airmen to action. 
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Such knowledge demands an understanding of those psychological 
principles of behavior which govern attention, perception and 
response. 
TO GAIN ATTENTION 
Selective Perception and Attention 
Psychologists have proven that we do not see or react 
to all of the "stimuli in a given field." 5 We pay more at-
tention to certain details than to others and completely 
ignore most. In short, we act selectively -- and our minds 
can be "tuned in" on only one source of information at any 
one time. If our Air Force information and motivation pro-
grams are to be effective, we must deal with this human 
characteristic. Our communications must register -- must 
command and hold the airmen's attention. To do this our 
image of the airmen must include information about what 
will arouse a response in him. Let's consider some of the 
determinants of selective perception -- some factors that 
lead us to focus attention on certain specific aspects of 
our environment and ignore others. 
Self Interest and Attention 
All of us are especially sensitive to what is mean-
ingful in our own lives. A study of the psychology of 
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rumor by G. W. Allport and L. Postman illustratesthis 
characteristic. 6 They showed a series of pictures to an 
individual who was asked to describe it to a second person 
who was asked to report what he had heard to still another 
person and so on. In the retelling the descriptions often 
changed drastically, with emphasis being given to those 
items related to the interests of the subjects. For example, 
a picture in which women's dresses were an unimportant de-
tail became a story entirely about dresses in the retelling. 
This occurred only when the picture was shown to women and 
reported by women, but never when shown and reported by men. 
Similarly, when a photo containing a policeman was given to 
a group of police officers, the retelling of the story often 
centered exclusively about the policeman. 
These investigators also furnish an explanation of 
the processes which operate to produce an individual's 
selective perception and subjective interpretation: 
What seems to occur in all our experiments and in 
in all related studies is that each subject finds the 
outer stimulus-world far too hard to grasp and retain 
in its objective character. For his own personal uses, 
it must be recast to fit not only his span of compre-
hension and his span of retention, but likewise his 
own personal needs and interests. What was outer be-
comes inner; what was objective becomes subjective. 
In telling a rumor, the kernel of objective informa-
tion that he received becomes so imbedded into his 
own dynamic mental life that the product is ~hiefly 
one of his projection. Into the rumor he projects 
the deficiencies of his retentive processes, as well 
as his own effort to engender meaning upon an ambiguous 
field, and the product reveals much of his own emo-
tional needs, including his anxieties, hates, and 
wishes. When several rumor-agents have been involved 
in this embedding process, the net result of the serial 
reproduction reflects the lowest common denominator of 
cultural interest, ot memory span, and of group senti-
ment and predjudice. 
Cultural Factors and Attention 
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Cultural values play a vital role in determining the 
attention we give to our surroundings. One study8 of cul-
tural values in memory investigated reports of the amazing 
memories of certain African natives. Under controlled ex-
perimental conditions and using the same subject matter as 
ordinary memory experiments, it was found that results were 
about the same as for any European group. However, some 
of the Swazi herdsmen gave extraordinary performances when 
the subject matter dealt with their herds. This ability 
was not considered remarkable, because the herds, and all 
details about herds are of tremendous social importance in 
Swazi life. Their recall was apparently dependent upon the 
great interest and attention they gave to their herds. The 
herds might be conceived as a pivotal point around which 
SWazi culture revolved. 
Internal Conditions and Attention9 
Internal states which determine needs also affect 
our interest at particular times. Obviously a hungry air-
man is more likely to pay attention to food than one who 
isn't hungry. Similarly, an airman who has served at an 
isolated outpost for a long time is likely to be quite 
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attentive to the opposite sex on his return to the U. s. 
Emotional Factors and Attention 
The tendency not to notice also depends on needs --
the need to ignore and avoid what one doesn't want to notice. 
An experiment in the psychology of perception illustrates 
this tendency. In this study10 the subjects were shown a 
series of words, some of which were neutral in value (i.e., 
house-chair), positive in value (i.e., home-family), and 
negative in value (i.e., raped-belly). The words were 
exposed in a tachistoscope, a device which permitted control 
of exposure time. Coincident with the exposure of the words 
an index of the activity of the autonomic nervous system 
was taken which indicated the emotional state of the subject. 
The amount of time that a word had to be exposed indicated 
the difficulty of perceiving it. The words with unpleasant 
connotations required considerably more time for recognition, 
yet the subject's emotional response to them was sooner and 
greater than for the other words. Obviously, the subjects 
had to know what the words were in order to respond emotion-
ally and not recognize them easily. 
Familiarity and Attention11 
We pay attention to the familiar in preference to 
what is unfamiliar, especially when it appears in an unfamil-
iar setting. Of course, what is observed must have features 
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in common with the observor's past experiences to be recog-
nized as familiar. In the rumor study of Allport and Postman, 
described above, the most frequently mentioned items in later 
descriptions of the photographs were those that were familiar, 
even though they were of minor importance in the original 
presentations. The ability of familiarity to compel attention 
apparently lies in the meaning it gives. Things may have 
special meaning because of special personal needs, cultural 
values or because they are familiar where all else is strange. 
A Common Denominator to Gain Attention 
Simple rules of thumb for governing the attention of 
the airmen will rarely prove adequate. As we have seen, 
attention is a function of perception and is selective. What 
the airmen select to pay attention to is determined by bar-
riers to communication, cultural emphases, patterns of 
personal needs, familiarity with the things involved and 
their immediate internal physical condition. If our problem 
was to communicate with one airman at a time as does the 
counselor -- we might find it necessary to deal with all of 
these factors. But the ISO must communicate with hundreds 
of thousands of airmen from all walks of life. Thus the 
only factor of those considered above which most of these 
airmen have in common is their American cultural heritage. 
The airmen's cultural conditioning leads them, like all of 
us, to be rather uniformly responsive to certain symbols and 
situations. 
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Although the Air Force is one culture complex in our 
American culture pattern, it is abnost as foreign as China to 
what might be called the civilian culture. However, if we 
can isolate some cultural values which are common to all 
stratas of American civilian society, they may serve as an 
"Image of the Airmen" which could provide guidelines to the 
communications content of Air Force actions, policies and 
information to command the airmen's attention. 
Many and varied approaches to the study of American 
culture have been taken by historians, social scientists, 
psychologists and other investigators. This appraisal of 
the influence of American culture on the airmen's choice of 
a vocation generally reflects the viewpoint of Jurgen 
Ruesch, M.D. and Gregory Bateson. In the scheme described 
by Ruesch and Bateson the American psychology and culture 
is governed by the premises of "equality, sociality, suc-
cess and change" interconnected by the premises of Puritan 
and pioneer morality. These four values with the core of 
morality are conceived as pivotal points around which American 
life revolves and as cornerstones upon which communication is 
based. Let's listen, while the airmen explain some of their 
cultural values -- as these values might be observed from 
the viewpoint of a foreigner. 12 
Some of Our Basic Moral Values13 
Our cultural heritage traces itself back to the days 
of our Puritan ancestors. They valued plain living, 
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industriousness, thrift, cleanliness, consistency, honesty, 
and favored simplicity of worship and cooperation with other 
members of the Puritan community. In the main, their moral-
ity was made up of piety, the deprecation of carnal passion, 
the high valuation of self-control and will power, and the 
assumption of personal responsibility to God. 
When our Puritan ancestors arrived in America, they 
had to face hostile Indians and a rigorous climate of harsh 
winters and hot summers. These hardships, coupled with 
totally different living conditions, led the Puritans to 
develop what Reusch calls "pioneer morality." This led to 
an additional set of values. They were few in number so 
their lives were valued; in order to survive, they needed 
rugged individuals to fight nature and the Indians and to 
clear and cultivate the earth. Adaptability to suddenly 
changing situations and emergencies were valued. The short-
age of women, especially in remote frontier outposts, rein-
forced the rigid rules regarding behavior toward the 
opposite sex which our Puritan ancestors brought with them. 
The great odds against them created the need to establish 
social relations around a closely knit group organized to 
fight and survive. The needs of the pioneers fused with 
those of our Puritan ancestors became the root of our 
American value system. 
This value system has been modified over the years 
by new blood, and by the rise of our modern industrial 
civilization. But it still serves as the core of our 
American value system. 
As teenage youngsters, and as adults of all ages, 
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we have been thoroughly indoctrinated in this value system 
by a barrage of truth and fiction romanticizing the frontier 
and glorifying the values which it supposedly fostered. Of 
course, ~e are also exposed to many other value-forming ex-
periences dealing with the social and technical aspects of 
our modern civilization. But the glorified moral virtues 
remain the same: "toughness, resourcefulness, purpose, and 
eve~ purity."14 These values hav e been used as themes by 
writers, advertisers, propagandists and movie makers for 
years with astonishing success. They shouldn't be overlooked 
by the ISO. 
The Airmen Say --As Americans We Value Equality! 15 
Our immigrant ancestors left behind in the old 
country what they considered oppressive authority in some 
form. It may have been an oppressive government, or social 
system, or family. When they arrived in America, they laid 
foundations to prevent the rise of any oppressive authority 
in the future. By vesting government authority in a tribunal 
of equals, the principle of equality was born, and its man-
agement vested in the people solved our immigrant ancestor's 
authority problem. 
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In civilian life we expressed the value of equality 
by popular approval of the "average man". We frowned upon 
extreme deviations. In reality, today we are aware that 
definite inequality exists in terms of wealth position and 
power. But this contradiction is acceptable to us as 
Americans because we interpret equality as the assumption 
of equal opportunities and legal rights, rather than the 
product of final achievement. But even this leads to feel-
ings of inequality, despite our efforts to rationalize. As 
described by Reusch: 
•••• Once success has established a difference in 
prestige those in power resent being treated as equals, 
while at the same time they fear their own inequality. 
To prevent such painful encounters very elaborate ad-
ministrative setups have been organized to prevent a 
meeting of unequals: secretaries guard the doors of 
their executive bosses like watchdogs; prestige car-
riers isolate themselves in exclusive clubs, neighbor-
hoods, and social gatherings; while last but not least, 
the awe felt by the less successful man establishes 
a natural barrier to the unprepared encounters of un-
equals. However, if for some reason or other a meeting 
of unequals should occur, the external characteristics 
of equality are adopted by both superior and inferior • 
•••• It is as if, at the meeting of unequals, a silent 
conversation took place during which the superior might 
say, ~Look here, bud, I was successful, and if you make 
an effort you can ~oin our ranks,' while the inferior 
may counter with, , I admire your success -- but between 
you and me, we are two of a kind.' And when the per-
sons feel that some such understanding is present they 
might both break into laughter to cover their uneasiness. 
Americans become anxious when they meet signs of in-
equality. Comments made by Americans about foreign 
cultures indicate their disapproval of caste and openly 
acknowledged class systems. Whenever Americans meet 
people who do not readily react to group pressure they 
betray uneasiness; such people appear as dangerous bei6 cause they cannot be checked by the usual methods •••• 
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Communications Significance 
In assessing the American Airman, we must keep in 
mind his intense feelings of equality. He has been educated 
to be an average man equal to all other average men. He has 
been bombarded by the mass media with the language of equal-
ity; "the typical American home," "the Life of Riley,"''the 
Man in the Grey Flannel Suit," and Joe and Mary Doak' s 
average behavior and development. He is at ease so long as 
he perceives equality, but awareness of inequality tends to 
create anxiety in him. Up until the time he entered the Air 
Force he has lived in a society in which the functional author-
ity was generally centered in the group, the club, the "gang", 
the union, the steering committee, the Congress, etc. He 
has learned to respect and defer to the opinions of these 
groups which he considers representative of the public's 
feelings. When he enters the Air Force, or any military 
organization, he encounters great personalized authority 
often for the first time. The Commissioned Officer, who 
under certain conditions holds life and death authority over 
his subordinates, is simultaneously a human equal in the 
eyes of the Airman. Possibly the synthesis of those two 
conflicting ideas is the Airman's notion that the officer 
is just another guy doing a job. But his feeling of in-
equality, in the presence of an authority which isn't ob-
viously responsive to his group's pressure, may persist. 
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This conflict may lead him to get out of the Air Force as 
soon as possible -- to return to comfortable equality, which 
in American culture is synonymous to freedom. 
This supposition is supported by the "Thorndike 
Study" discussed in Chapter III. In answer to the question, 
"What is it that looks especially good in civilian life?" 
some 59 per cent of the 3,000 former airmen indicated that 
"personal freedom" was the most attractive thing about civil-
ian life to them. This overwhelming mention of freedom 
indicates the Air Force should take a careful look at the 
airmen's concept of freedom and its relationship to the 
military system of authority. Such statements by airmen as, 
"In civilian life I'll be able to tell the boss to go to 
hell," indicate emotional conflict that exists between the 
Airman's personal need for a feeling of equality and his 
perception of military authority. 
This is not a problem of who is right and who is 
wrong-- but rather what can we do to help the.airmen achieve 
a feeling of equality, freedom from arbitrary authority, per-
sonal pride and individual worth in the authoritarian organ-
ization of the Air Force. 
We have seen how the uneasiness caused by a meeting 
of unequals in American society might be handled. At a meet-
ing of unequals -- officer and airman in the Air Force, 
the inferior in rank is expected to take the initiative with 
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a gesture of greeting -- the hand salute. The superior then 
returns this greeting. In the light of the airman's value 
of equality, we can readily understand how they could con-
strue this as a subservient gesture. There's nothing wrong 
with the salute -- it is the formal greeting of a proud 
profession and a mark of distinction. Translated into 
words the salute might say: "Greetings brother, we've got 
something in common, regardless of what uniform we wear, and 
we're sharing the common ground, setting ourselves apart 
from the throng who can't salute because they don't belong." 
But none of the military services (with the possible ex-
ception of the Marine Corps) have been very successful in 
getting this concept across to their enlisted members. One 
possible reason is that too much emphasis has been given to 
indoctrinating airmen in the hand salute and neglecting to 
give officers the same indoctrination. Some officers may 
place too much emphasis on the fact that the inferior is sup-
posed to salute first. Yet if the officer is the leader, he 
should be capable of meeting an airman -- who may be in town 
with his girl friend or family -- and carry off the military 
greeting in such a way that the airman is left with a feeling 
of pride and equality. How to do this? The officer simply 
won't wait expectantly for the airman to snap-too, and thus 
create a feeling of tension and uneasiness ••• but he will 
smile cordially and initiate the salute himself. Chances 
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are that the airman will follow the officer's lead and both 
will salute simultaneously. 
There are many other areas where conflicts between 
the airmen's value of equality and freedom and the authori-
tarian system of the Air Force may arise. Yet great per-
sonal authority in the military services can never be elim-
inated. The decision-making power vested in the armed 
forces officer is not only essential to success in combat, 
but to the very survival of the members of the force. But 
Air Force Information Services Officers must be alert to 
any unnecessary applications of authority in the lives of 
airmen .•• and keep their commanders informed of them. Also, 
ISO's can put more emphasis on helping the airmen to under-
stand and appreciate military authority as a necessary 
tool in a fighting organization, rather than an arbitrary 
inequality of the basic rights of the individual Air Force 
member. One possible theme: Military authority is 
leavened with responsibility and accountability. 
The Airmen Say -- As Americans We Value Sociability17 
Getting along in a group, being accepted, being 
popular, gregariousness, are all manifestations of our im-
portant American value: Sociability. Perhaps this human 
trait was given extra impetus in our culture by the first 
settlers and pioneers who were forced to share conditions 
in order to survive in a hostile environment. 
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At any rate, today we seek to be proficient in liv-
ing and interacting with others as a goal in itself. We 
know, for example, that many employers, including the Air 
Force, are often as interested in a prospective employee's 
social attainments in school as in his academic standing. 
Our behavioral characteristics are usually in a 
group-oriented context. Whereas in some societies it is 
merely necessary to please the leader or chief, in our so-
ciety of equal "average men" it is necessary to please many 
to maintain one's status. This breeds conformity. A social 
pressure to progress or regress, as the case may be, toward 
the group mean. 
This conformance is centered in our bustling American 
middle class; preoccupied with careers, the purchase of homes, 
automobiles, and household appliances -- donating time to 
"worthwhile causes," joining "the right clubs," and contribut-
ing to welfare organizations, -- all in the interest of being 
liked by the group. For to be liked is far more important 
than to like. It is part of the process of "getting ahead." 
Our preoccupation with our status in the group has a 
competitive undertone. "Keeping up with the Jones's" really 
means going them one step better. This appreciation of status 
is partially the result of our American class system which per-
mits us to change our group and standard of living if we 
wish (and can afford) to do so -- and providing we can win 
acceptance of. a higher group in the social hierarchy. 
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Communications Significance 
The fact that Americans tend to function in a group-
oriented context has a direct bearing on the Air Force's in-
formation program to motivate skilled airmen to stay in the 
service. Katz and Lazarsfeld18 have pointed out convincingly 
that personal influence is a more significant factor in 
communications -- more frequent and more effective -- than 
influence stemming from the mass media. 
Who are these opinion leaders? They are very much 
like the people they influence. The influential person and 
the one influenced typically share the same rung of the 
socio-economic ladder. The author's claim that people are 
most often influenced by their status equals rather than by 
persons higher up. The opinion leaders are apparently more 
exposed to mass media than are the non-leaders. This find-
ing lends weight to the suggestion of an earlier study19 that 
in many realms there would seem to be a "two-step flow of 
communication" from the media to opinion leaders, and from 
opinion leaders to others with whom they are in contact. 
The study reveals that the overlap in leadership is very 
slight. For example, a person who is a leader in the realm 
of politics, is not likely to be influential in other fields. 
The findings of these studies are borne out by the 
reasons given by first term airmen as inducing them to en-
list in the Air Force. Of the first term airmen, 31 per 
cent say the most important factor inducing their enlistment 
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in the Air Force was the recommendation of a friend in the 
service. And those who entered the Air Force on a service 
friend's recommendation have the lowest definite intent to 
separate. 20 
When it comes to reenlistment, the communications 
network seems to work in reverse. Some 66 per cent of first 
term airmen leave the Air Force at the first opportunity. 
Why? Apparently the Air Force is not the first term airman's 
reference group -- the group in which he seeks status. Here 
the personal influence factor in communications would start 
to work against the Air Force. If the Air Force doesn't 
give the airman the personal status he needs to "keep up 
with the Jonses" in his old civilian reference group -- the 
group to which he still clings -- opinion leaders in that 
group have an easy job of influencing the airman to get out 
of the Air Force. So we not only have to inform the airman 
about the benefits of an Air Force career, but also we must 
raise his status in his civilian hometown community we 
must give the hometown opinion leaders the facts about the 
Air Force as a career. 
The mass media offer the quickest and most effective 
method of conferring status. Lazarsfeld and Merton explain 
the conferral of status this way: 
Common experience as well as research testifies 
that the social standing of persons or social policies 
is raised when these command favorable attention in 
the mass media. In many quarters, for example, the 
support of a political candidate or a public policy 
by The Times is taken as significant, and this sup-
port is regarded as a distinct asset for the candi-
date or the policy. Why? 
For some the editorial views of The Times repre-
sent the considered judgment of a group of experts, 
thus calling for the respect of laymen. But this is 
only one element in the status-conferral function of 
the mass media, for enhanced status accrues to those 
who merely receive attention in the media, quite 
apart from any editorial support. 
The mass media bestow prestige and enhance the 
authority of individuals and groups by legitimizing 
their status. Recognition by the press or radio or 
radio or magazines or newsreels testifies that one 
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has arrived, that one is important enough to have been 
singled out from the large anonymous masses, that one's 
behavior and opinions are significant enough to require 
public notice.21 
To give the airmen status in their hometown commun-
ities the Air Force should increase emphasis on the much 
neglected "home town release" program. In Air Force par-
lance the home town release story "is the expanded version 
,of the personal commonly used in many newspapers. It com-
bines the elements of the personal with some or all of the 
news elements, and is prepared specifically for use in the 
person 1 s hometown newspaper. " 22 In the writer's opinion, 
a first rate hometown release program will do the most 
good for the Air Force in the long run. In the short run, 
it will do the most good in raising the status of airmen 
in their hometown reference groups and thus turn hometown 
opinion leaders into allies of the Air Force in influenc-
ing the a.irmen to reenlist. 
Hometown releases go to the grass-roots of the 
country. They deal with individuals, and most good ones 
are published and read. Also, hometown releases place the 
Air Force before a large segment of the American public in 
a favorable light. They are distributed to hometown news-
papers, radio and T.V. stations, college publications and 
other periodicals which are interested in local people who 
are away from home doing a job for the Air Force. But a 
first-rate Air Force wide hometown release program cannot 
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be left to the initiative of the local level information 
officer. To assure a consistent standard of quality through-
out the Air Force, hometown release editing sections should 
be established at each major command. If adequately manned 
these editorial sections could skillfully and quickly edit 
all command releases, reproduce them in proper form and 
dispatch them to the airmen's hometown media. We may have 
to dig deep for the stories, but there is a good story in 
every Airman in the Air Force. A little digging coupled 
with imagination and originality in telling the story will 
go a long way toward obtaining recognition and approval of 
a career in the Air Force from the groups with which the 
first term airmen seek status. 
23 The Airmen Say -- As Americans We Value Success 
Airmen are likely to think like American capitalists. 
They grew up in a capitalist economic system which gave the 
highest standard of living on earth. It also gave a cultural 
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heritage emphasizing the competitive, combative, and 
acquisitive elements in human nature. As Americans, 
economic virtues are held high in our esteem. 24 This tends 
to give those of us who acquire the most in the economic 
struggle a high social status -- and a look of success in 
the eyes of our community. Consequently, we tend to meas-
ure the value of an individual with the "yardstick of suc-
cess."25 And our measure is taken by others with the same 
yardstick. 
OUr Success in the Air Force is guaged by comparing 
it with the success of others -- both in the Air Force and 
in civilian life. OUr acquisition of wealth, power, skill, 
etc. may be a means of securing success. But success itself 
is relative. It is judged and measured by our position in 
relation to our peers, and not in relation to people who 
belong to another group or social class. If our success 
should make us different. from our peers, we must join another 
group in order to continue competition with equals. 
Thus our primary motivation for seeking success is 
our desire for approval from our equals -- and is found in 
our attempt to insure our future against the skepticism of 
the group. Of course, the final achievement of success is 
not the only aspect valued in American society. The person 
who strives to achieve success, who works hard to better 
himself, is considered a regular guy. His effort is ap-
preciated, for "there's no harm in trying" say our American 
friends. 
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As Americans, we tend to think and express ourselves 
in terms of quantities and action. We talk about 300-horse-
power automobiles and forty-thousand dollar homes, $20,000 a 
year men and supersonic jets. And we identify ourselves 
and others in terms of action. Our awareness of our role 
and status in society is closely connected with the activity 
we perform for a living. Our identity changes with our 
activity. And an idle American tends to be a man without 
identity. So it is of great importance what we do for a 
living in America. The action makes the man. 
The poor man's chance to grow rich and powerful is 
idealized in our American "rags to riches" mythology about 
people who have made good. Thus to "make good" or "to suc-
ceed" involves rising in the hierarchy of the American class 
system. Our acquisition of a skill is a means of attain-
ing immediate success -- one step up the ladder -- but is 
frequently only incidental to further success. The master 
craftsman, who found self-fulfillment and success, in his 
work, has faded from the American scene. We seldom have 
time to learn anything really well; we must push and hurry 
on, driven by our ideals to seek further success -- for to 
us "success" is of the essence of happiness, the glory and 
the good. 
" 
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Communications Significance 
In terms of the airmen's value of success we can 
readily understand some of the reasons they give for not 
reenlisting: "Civilian life offers greater career or job 
opportunities," "Plan on going to school or college," and 
"not enough promotion opportunity." These are all differ-
ent ways of saying the same thing: As measured by the 
"yardstick of success" an Air Force career does not measure 
up to other occupations in the opinion of friends and equals 
in American society. The Airmen's opinions concerning the 
most needed Air Force improvements back this up. "Increased 
pay and allowances," heads the list. The Cordiner committee 
pay proposals would go a long way toward giving the skilled 
airmen a fairer measure of financial "success" by paying for 
their skill, ability, and labor market value. But even if 
all airmen were paid the current union wage rates for their 
jobs plus all current military benefits, they would still 
not be as economically successful as their civilian counter-
parts. Why? Simply because the transient nature of Air 
Force life prevents the airmen from accumulating much in the 
way of private property. Over the years a civilian worker 
usually acquires a home, furnishings and appliances, a sav-
ings account, etc. On the other hand, the airman, making the 
same amount of money, is usually unable to own a home. If 
he should buy one, it would have to be rented most of the 
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time while he is being transferred about the world. If 
he couldn't rent it, he would have to pay for it anyhow 
and at the same time maintain a second place to live at his 
duty station. His home furnishings are battered and worn 
by frequent moves -- his savings often exhausted in transit 
expenses. 
The Air Force recognizes these hardships and has 
made a valiant effort to reduce them as much as possible. 
Air Force members in the grade of Airmen First Class and 
above whose dependents are authorized to move, are entitled 
to a dislocation allowance equal to their monthly basic 
allowance for quarters to help defray moving costs. The 
"Housing Act of 1954" provides a system of mortgage insur-
ance which will enable airmen to more easily build or pur-
chase homes. An effort has been made to stabilize tours 
of duty so airmen will not be called upon to move so often. 
But more can be done and it is well within the province of 
the public relations function of Air Force Information 
Services to initiate the ideas and sometimes the action. 
If the American value "success" is to be a part of the con-
tent of Air Force communications, we must first inject as 
much "success" as possible into the system. Thus a plan 
to guarantee "home-ownership" for all airmen who desire it, 
would contribute to the airmen's economic measure of success. 
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How to do this without appealing to Congress for money is the 
problem. 
One approach to this problem might be to form a 
"United Services Home-Owner's Cooperative." Many highly 
qualified officers retire from the services each year. Some 
of these officers are capable of establishing a cooperative 
to guarantee home-ownership to servicemen. Under such a 
system the serviceman would select the home he would like 
(and could afford) to own. After the house was inspected for 
quality construction and approved by the cooperative, the 
serviceman would buy it under the "Housing Act of 1954," and 
take out life insurance to cover the balance of the mortgage. 
The mortgage would then be taken over by the "Home-
Owner's Cooperative." While living in the house, the serviceman-
owner would make his regular mortgage payments -- but when he 
was transferred to another station, the cooperative would 
take ovex the administration of the house. The cooperative 
would then rent the house -- at a higher rate than the 
mortgage payments -- and the excess (over the mortgage pay-
ment which the cooperative would pay) would go into an admin-
istrative and maintenance fund to cover expenses. The in-
dividual serviceman-owner wouldn't have to make any more pay-
ments on his home until he moved back in. Even if he didn't 
return until retirement, many years later, his home would be 
waiting -- and probably paid for in full by that time. Of 
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course, maintenance is the key word in such a scheme. The 
serviceman wouldn't want to return to a worn-out shack. To 
be successful, the Cooperative would have to maintain all 
homes in first class condition. If such a plan were adopted 
on a national scale it would help solve the Air Force's 
housing problem by providing additional rentals -- the houses 
of absentee airmen owners -- in areas near Air Force instal-
lations. Also, it could serve as a powerful incentive to 
reenlist if restricted to airmen with over four years ser-
vice. More important, it would give the airmen a symbol of 
success in the eyes of his peers in American society -- and 
this is a public relations problem! 
Another way in which Air Force information services 
can help inject "success" into the content of its motiva-
tional program is to supplement the efforts of management 
to satisfy the psychic needs of airmen. What are some of 
the airmen's psychic needs? Here are a few that apply to 
most people: 
1. The airmen want a reasonable opportunity to 
advance in their jobs. Thus the ISO must continuously ex-
plain the many opportunities open to members of the Air 
Force. 
2. The airmen want recognition of their work, 
recognition of their occupational status, and they want to 
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know how their particular jobs are spliced into the main 
line of Air Force achievement. The ISO can supplement man-
agement by giving airmen recognition for their work in the 
base newspapers and commander's calls. However, obtaining 
recognition for the airmen's occupational status is more 
of a challenge. The group from which the airman and par-
ticularly the first term airman -- needs approval of his 
occupational status is found in his hometown friends and as-
sociates. of pre-service days. Unfortunately, an enlisted 
career in the Air Force, or any military service, does not 
carry the prestige associated with "success" in the minds 
of American civilians. According to the Gallup Poll of 
1955, "A career in the military service does not carry 
great prestige with adults, at least as of today. 
While a career in the military service as an officer is held 
in higher esteem as an occupation by teen-agers than by 
their elders, a career as an Enlisted Man carries little 
prestige with young men today. "26 To obtain recognition 
and prestige for the airmen's occupational status demands 
a stepped up public information program built around "home-
town releases" and community relations. 
The problem may be partially one of semantics. 
The term "Enlisted Man" does not have a pleasant or 
positive connotation. For example, an American Insti-
tute of Public Opinion poll in 1941 asked the 
following question: "To what social class in this country 
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do you feel you belong --middle class, or upper, or lower?" 
Of the respondents 4.9 per cent answered "upper" and 0.7 
per cent replied "lower": the remainder identified themselves 
as middle class. Several other polls using similarly worded 
questions, obtained similar results. However, when subse-
quent polls included the term "working class," in addition 
to the other three, over 50 per cent of the respondents put 
themselves in that category. In a poll which substituted 
the term "laboring class" for "working class," only 35 per 
cent so identified themselves, and 53 per cent classified 
themselves as "middle class."27 The term "Enlisted Man" 
may be synonymous to "lower class" in the public mind. 
Actually, there is no reason why we should have 
"enlisted" men in the Air Force -- or for that matter 
"Recruiting" and "Reenlistment" offices. They are terms 
inherited from the Army and of no use in the modern Air Force. 
So a first step in obtaining recognition for the airmen's 
occupational status might be to drop the term "enlisted" in 
all its forms from the vocabulary of the Air Force. We 
would then have officers, warrant officer, non-commissioned 
officers and airmen in the Air Force ..• but no enlisted men. 
All personnel would be serving under one form of contract 
or another -- but none would be enlisted. Recruiting offices ,i 
/\ 
and reenlistment offices would become Air Force Personnel 
Contracting Offices. It is socially accepted practice for 
workers and executives to contract for their services in 
America. 
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Local level internal information programs can do 
much to help airmen understand how their jobs are spliced 
into the main line of Air Force achievement. And the awards 
and decorations program can do much to give the airmen recog-
nit~on for their part in Air Force achievement. The writer's 
personal observ ations indicate that many more awards are 
earned and deserved than are ever received. In at least 
two cases he has seen men write their own citations and put 
themselves in for awards which they deserved but would not 
have received otherwise. These people were starved for the 
recognition that their supervisors were "too busy" to give 
them. Awards are cheap in cost. But the paperwork involved 
may often prove an expensive bottleneck to their proper use. 
It would be wise to liberalize the awards and decorations 
regulations. For an award, properly presented, can do much 
to give the airmen recognition and raise the status of his 
occupation. 
3. The airmen want financial and emotional security. 
What the Air Force can't give them in dollars and cents must 
be made up by increasing their portion of other psychic needs. 
In the area of emotional security there is unlimited room 
for improvement even in the face of the many actions the Air 
Force has already taken. The Air Force is a large and very 
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mobile organization. The airman and his family can easily 
get lost -- or equally serious -- feel lost in it. Here a 
program of better service to the airman by internal service 
organizations is called for. Too many personal services in 
the Air Force are operated at the convenience and to all 
appearances for the pleasure of the personnel assigned to 
them. The airmen are the Air Force's most important 
customers -- in every sense -- and it is within this context 
that it becomes the sacred duty of all information officers 
to look out for the airmen's emotional security. 
The Airmen Say -- As Americans We Value Progress and Change28 
We conceive of life in America as being in the process 
of continuous change. The present is better than the past 
and the future will be even better. Thus we view change as 
always for the better and once change has been achieved it 
is regarded as almost irreversible one never retraces 
one's steps. In keeping with this characteristic, adaptabil-
ity to change and an eagerness to embrace the new are notable 
American values. Our popular practice of trading-in a per-
fectly good, one or two year old car on a new model is a 
familiar example of our preference for something new. 
A constant process of material change is a character-
istic of our American life but equally important is our 
belief in social ·change. People are rewarded with "social 
success" for improving themselves. The concept of "human 
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engineering" reflects our abiding belief that people can be 
changed. To this concept of change and adaptation, public 
relations and psychology owe a great deal of their popular 
influence. 
It is apparent to even the most casual observer that 
we Americans love contrasts and external change in our mater-
ial environment. Women's clothing, store window displays, 
and annual automobile "face-lifting" symbolize our love of 
variability in the external make-up of things and people. 
We often exhibit the same love of contrast in personal mat-
ters. Sudden changes of occupation, changes of residence, 
varying our pace of production are all events which produce 
the effect of contrast in the human being. These methods 
of achieving personal contrast pre-suppose a permissive 
attitude on the part of society. At worst the penalty is 
not great and as optimistic Americans we interpret our 
actions to achieve contrast as "progress." 
Communications Significance 
The first term airman is likely to have the same at-
titude toward change and progress as his civilian counterpart. 
However, change in his Air Force environment is usually the 
result of official travel orders. Such orders would be less 
likely to be interpreted as progress than the same change 
taken on the Airman's own initiative. In this connection 
it is interesting to note that while over half the first term 
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airmen surveyed selected "Training and Education" and "Ad-
venture, Travel, and New Experiences" as the most favorable 
feature of an Air Force career, this group was lowest in 
intent to stay in the Air Force. 29 This indicates that an 
effort to inject a note of individual progress into Air 
Force information and communications dealing with change is 
worthy of consideration. How can changes of Station and 
assignment be related to individual progress? 
The details of such a program would have to be worked 
out by the Air Staff -- but here are a few suggested pos-
sibilities: 
1. Airmen appear to place great value on education 
and training. Thus a program to give college credits in 
connection with changes of assignment -- and particularly 
overseas assignments -- could be worked out. The airmen 
might be given the opportunity to make a study of their area 
of assignment and submit a paper on their observations and 
findings for evaluation in terms of college credit. 
2. The number of varieties of changes of assign-
ment airmen accrue might be given a definite value toward 
promotion. Under this system, if two airmen were equally 
qualified for the same promotion, the one with the most 
changes of assignment on his record would get preference. 
3. Airmen might be given a slight boost in pay for 
each change of assignment. Here, airmen who make the most 
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moves -- and thus suffer the greatest hardships would make 
more money than their less mobile colleagues. 
4. Some new awards and decorations might be developed 
to give recognition to the number of changes of station an 
airman accumulates. 
5. Longevity credit might be given for changes of 
assignment. Thus an airman who makes quite a few moves during 
his career might accrue enough extra longevity to retire in 
18 years instead of 20. 
Whatever the method used -- the important thing is 
to inject a sense of individual progress into the communica-
tions content of "change" in the Air Force. 
SUMMARY 
The deep-rooted democratic values and attitudes of 
American airmen are the very antithesis of military life. 
These attitudes are not likely to be reshaped by Air Force 
information and indoctrination programs. However, reliable 
studies indicate that a communications program directed at 
canalizing existing values and attitudes toward an Air Force 
career is likely to be far more successful. 
Such a communications program should employ all modes 
of communication, including the communications aspect of 
Air Force actions, policies and events. Also, the content 
of Air Force communications must be developed in terms of 
some common motives and values of the airmen audience. To 
do this an "image of the airmen" must be constructed in 
terms of certain basic values they hold in common. 
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To isolate a system of values which would serve as 
a "common denominator" for communications, some of the 
psychological principles of behavior which govern attention, 
perception and response were surveyed. The only factor of 
those considered which most airmen have in common is their 
American cultural heritage. The airmen's cultural condi-
tioning leads them, like all of us, to be rather uniformly 
responsive to certain symbols and situations. 
To construct an "image of the airmen" in terms of 
the airmen's American cultural heritage, the values of 
"equality, sociability, success and change" were used. 
Equality. American airmen value equality and 
freedom from arbitrary or personalized authority. In civil-
ian life this value is satisfied because functional author-
ity is generally centered in the group. But in the Air 
Force he encounters great personalized authority which is 
not obviously responsive to his group's pressure. 
Sociability. As an American, the airman values 
sociability as a goal in itself. He functions in a group 
oriented context and is pre-occupied with his status in 
the group. Apparently, the Air Force is not the first term 
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airman's reference group -- the group in which he seeks 
status. And membership in the Air Force doesn't give him the 
personal status he needs to "keep up with the Joneses" in his 
old civilian reference group. T h e r e is probably nothing 
more crushing to the Air Force member, or any American, than 
a withholding of recognition and approval of his chosen 
career by the group with which he seeks status. 
Success. The American values success and uses it as 
a yardstick to measure the value of an individual. Thus 
Americans are motivated to seek success by their desire for 
approval from their equals and to assure their future 
against the skepticism of the group. Success in the Air 
Force is guaged by comparing it with the success of others 
both in the service and in civilian life. As measured 
by the yardstick of success, an Air Force career does not 
measure-up to other occupations in the opinion of the airmen's 
friends and equals in American society. 
Change. Americans love contrasts and external change 
in their material environment and personal affairs -- and 
tend to interpret their actions to achieve contrast as prog-
ress. There is abundant change and contrast in both environ-
ment and personal affairs in an Air Force career. But there 
is little or no feeling of personal progress attached to 
these changes. 
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In terms of these cultural values an Air Force career 
is not an appropriate outlet to satisfy the vocational needs 
of the first term airmen. Thus, to canalize the values and 
motivations of airmen toward self-fulfillment in an Air 
Force career is basically a communications problem calling 
for mutual adjustment and understanding. It calls for a 
communications program to: 
1. Engender among airmen a feeling of equality 
and individual right in the face of military 
authority -- without compromising that author-
ity in any way. 
2. Increase the status of airmen and their occupa-
tions in their hometown communities and among 
the public at large. 
3. Inject more symbols of success into the content 
of an Air Force career. 
4. Give the changes in Air Force life a definite 
value of progress in the individual's career 
in the Air Force. 
"' 
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CHAPTER VI 
SUMMARY AND REC<l1MENDATIONS 
One of the most critical problems confronting the 
U. S. Air Force in 1957 is the loss of skilled enlisted per-
sonnel upon completion of their first four-year-tour of 
duty. The Air Force has stated that for an optimum work 
force approximately 60 per cent of its enlisted structure 
should consist of personnel with over four years service. 
Currently "First Termers" constitute some 60 per cent of 
the Air Force's total enlisted strength. In this group 
there are over three times as many men with highly technical 
skills acquired at great expense to the Air Force -- as 
in the career airmen group. Two out of three of these first 
term airmen, or some 15,000 each month, leave the Air Force 
at their first opportunity. 
As pointed out in Chapters I and II, the Air Force 
is more concerned with the level of competence of its people 
than with the total number of people on hand. Here lies 
the crux of the problem. Those skilled airmen, for whom 
the technical training investment is highest, are reenlist-
ing at the lowest rate. Thus the Air Force personnel ob-
jective, simply stated, is to motivate as many as possible 
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of its skilled personnel to remain in the Air Force for an 
extended period of productive service. 
Various sample surveys (see Chapter II) have found 
that pre-service young men have a generally favorable opinion 
of the Air Force and most of them join with an open mind about 
making it a career. Yet most of them quit after their first 
enlistment. 
Airmen give many socially acceptable reasons for re-
turning to civilian life. These reasons sound good, but are 
probably only symptoms of the real underlying reasons. How-
ever, when interpreted in a context of the American value 
system, these symptoms may give some insight into the under-
lying reasons motivating airmen to leave the Air Force. 
This thought was developed in preceding chapters. After 
analyzing the problem, the first step was to explore some 
of the assets and obstacles in present Air Force programs 
to make service life more attractive to airmen as a career. 
Briefly these assets and obstacles can be summed up as 
follows: 
REENLIS'IMENT PROGRAM 
Assets 
A centralized Air Staff agency, the Personnel Reten-
tion Division, has been established to provide coordination 
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and concentration of action for all aspects of the problem. 
A continuous and extensive research program is used to pro-
vide guidelines for the reenlistment campaign. In January, 
1955, a reenlistment program regulation (AFR 39-2) was pub-
lished to provide a framework for the reenlistment effort 
throughout the Air Force. Personnel officials have spon-
sored many actions to make service life as rewarding as 
possible for the individual and his family. Considerable 
legislation has been enacted to enhance career service. A 
major program to adjust pay more in keeping with the tech-
nical skill of the individual is pending legislation. At 
the local base level a wide range of practices have been 
instituted to create a favorable atmosphere for airmen and 
their families. 
Obstacles 
1. The best local Base personnel policies and prac-
tices have not been adopted as standard procedure throughout 
the Air Force. Since airmen cannot be guaranteed a specific 
Base of assignment upon reenlistment, they take their chances 
of enlisting in a good, bad or indifferent Air Force, depend-
ing upon the local practices of the ~ase to which they happen 
to be assigned. 
2. Personnel actions and legislation are likely to 
be perceived by airmen in a context of their own value sys-
tem. This may lead to distortion of, or complete indifference 
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to, the Air Force actions involved. 
3. Measures that will clearly induce a larger re-
tention percentage can be determined only when the definite 
inner motives of airmen are better defined. Basic motiva-
tions are not likely to be reached by sample surveys or 
exit interviews and questionnaires. 
INFORMATION SERVICES PROGRAM 
Assets 
The Air Force public information function has been 
reorganized to bring all related information functions under 
a single staff agency known as the Office of Information 
Services, which in 1957 is a going concern. Extensive in-
ternal channels of communication have been established and 
the problem of retaining skilled personnel is a primary ob-
jective of the entire information program. Top level in-
formation officers interviewed were keenly aware that they 
couldn't presume everyone would voluntarily pay attention, 
understand and act on the basis of their information, simply 
because everyone can read and understand the language. These 
information services leaders are giving serious thought to 
the content of Air Force information and to the context in 
which it should be set in order to communicate with airmen 
and motivate them toward an Air Force career. An excellent 
community relations program is underway. Each installation 
commander is charged with the preservation and promotion 
of harmonious relations with the local civilian popula-
tion. 
Obstacles 
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1. The internal information operating philosophy, 
which is based on the premise that the end product which in-
formation programs seek is the modification of attitudes, is 
open to question in the case of personnel retention. The 
deep-rooted democratic values and attitudes of the American 
airmen are the very antithesis of military life. These 
attitudes are not likely to be modified by information. 
2. The communications aspects of Air Force actions 
and policies are recognized by information services, but 
deserve more attention as primary channels of communications 
in the personnel retention effort. 
3. The "feedback" flow of information from Air 
Force members is inadequate in the information services pro-
gram. 
4. A communications research program is needed to 
investigate the communications behavior of airmen and to 
continuously evaluate the effectiveness of the information 
program. 
5. The following major barriers to communications 
appear to be operating against the information services pro-
gram to retain skilled airmen: 
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The language barrier. At present, top level command 
and staff personnel select the programs and themes for com-
munication. This raises the question as to whether persons 
with one attitude can select material that is appropriate 
for people with a different attitude -- and which will be 
effective in influencing the different attitude. In such a 
situation the OIS would be speaking the language of Air Force 
wants at top command level to airmen who are listening in 
the language of Airmen wants at the bottom level. 
The barrier of cultural difference. Although the 
Air Force is one culture complex in our American culture pat-
tern, it is foreign in many respects to the civilian culture 
from which it recruits personnel. This creates a cultural 
barrier to communication. The idiom of Air Force actions 
and information may be very distorted when perceived by 
first term airmen across this cultural barrier. 
The barrier of personal interest. Communications re-
searchers claim that it is very difficult for anyone to re-
ceive a communication unless it attaches to something he is 
personally interested in. This points up the difficulty in-
volved in communicating messages about the benefits of an 
Air Force career to airmen who are not personally intereste~ 
A PROGRAM TO IMPROVE COMMUNICATIONS AND RETAIN SKILLED AIRMEN 
As used in this program, communications is not con-
fined to the explicit and intentional transmission of 
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information alone. It includes all of those processes and 
actions by which the Air Force influences the airmen. This 
is based on the promise that all Air Force actions and events 
have communicative aspects when perceived by the airmen and 
tend to change his level of information and influence him. 
Thus the communications aspects of action are considered 
within the province of information services. 
Various investigators have pointed out the ineffective-
ness of information and propaganda programs in modifying deep-
rooted attitudes and ego-involved behavior. (see Chapter IV) 
On the other hand, information and advertising programs aimed 
at the "canalizing" of pre-existing attitudes and behavior 
patterns have proven spectacularly successful. Advertising 
merely gives a last push to people's existing motivations and 
directs them to an outlet for the expression of these motiva-
tions. Thus it would appear that the Air Force information 
program could be more effectively directed at canalizing 
some of the existing motivations and values of airmen toward 
an Air Force career, than to attempt to reshape them. To do 
this we must construct an "image of the airmen" in terms of 
certain basic values they hold in common. 
The "image of the airmen" will provide a context in 
which to interpret the reasons airmen express for leaving the 
Air Force. It will also provide guidelines for the develop-
ment of actions and information programs to canalize the 
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airmen's pre-existing values toward satisfaction in an Air 
Force career. 
To determine a system of values which would accomplish 
the above functions, some of the major psychological prin-
ciples of behavior which govern attention, perception and 
response were examined. The key to the communications prob-
lem is the fact that attention is a function of perception 
and is selective. What the airmen select to pay attention is 
determined by various factors, including barriers to communi-
cations, cultural emphases, patterns of personal needs, famil-
iarity with the things involved and their immediate internal 
physical condition. If our problem was to communicate with 
one airman at a time we might find it necessary to deal with 
all of these factors. But since the ISO must communicate with 
hundreds of thousands of airmen, from all walks of life, the 
only factor of those considered which most airmen have in com-
mon is their American cultural heritage. The airmen's cultural 
conditioning leads them, like anyone, to be rather uniformly 
responsive to certain symbols and situations. A motivation 
study in depth, concerning the retention problem, might have 
been a better method of discovering the inner-motivating drives 
which cause airmen to decide to leave the Air Force, but was 
beyond the scope of this paper. 
To isolate certain American cultural values which 
would serve as a common denominator for communications, the 
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writer used a study by Jurgen Ruesch, M.D. and Gregory Bateson. 
Their extensive investigations led them to propose that the 
American psychology and culture is governed by the premises 
of "equality, sociability, success and change." They con-
ceive these four values as pivotal points around which American 
life revolves and as cornerstones upon which communication is 
based. 
The airmen's expressions of reasons for not reenlist-
ing when put into a context of these American cultural values, 
take on a meaning that is clearer and more significant from 
a communications viewpoint, than a mere head counting of 
individual gripes and preferences. To bring this concept 
into perspective let's consider briefly each of the cultural 
values described in Chapter V and some of the airmen's ex-
pressions of this value in sample surveys and in their re-
enlistment behavior. Meanwhile, we can evaluate the Air 
Force personnel actions and information themes, described in 
Chapters III and IV, in this same context of values. This 
should reveal whether present Air Force programs to retain 
airmen 'are in a position to canalize the pre-existing values 
of airmen toward self-fulfillment in an Air Force career --
and if not -- where they need adjustment in order to do so. 
1. THE AMERICAN VALUES EQUALITY AND FREEDOM FROM 
ARBITRARY AUTHORITY. 
The airmen express this value by s,a y-ing that they 
"don't like military life in general," and that their 'personal 
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freedom is limited in the Air Force." 
Present Air Force actions which might serve to orient 
the airmen and give them a feeling of equality in the author-
itarian system of the military service are limited. In this 
category we might mention the airmen's basic training, con-
tract food handling services which eliminates K.P. from the 
duties of airmen, counseling programs, and management train-
ing for supervisors which ultimately lead to more satisfac-
tion on the job for airmen. 
Current information themes such as "you're the num-
ber one man," "a good airman is a good citizen," and "the 
individual is the most important element of the Air Force," 
express the value of equality by recognizing and approving 
the average individual in the Air Force. However, they 
don't go to the heart of the problem. The airmen are at 
the mercy of Air Force authority -- and even though that 
authority may be benevolent -- they can't escape it by quit-
ting their jobs or by appealing to the union as they might 
in civilian life. To engender a feeling of equality and 
individual right in the face of Air Force authority -- with-
out compromising that authority in any way -- is the problem. 
It isn't being solved today. Further research is needed to 
find ways and means of solving it to the mutual satisfaction 
of both Air Force and airmen needs. 
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2. THE AMERICAN VALUES SOCIABILITY -- HE FUNCTIONS 
IN A GROUP ORIENTED CONTEXT AND IS PREOCCUPIED WITH HIS 
STATUS IN HIS SOCIAL GROUP. 
The airmen express this value simply by getting out 
of the Air Force. This permits him to return to the social 
group in which he seeks status: his family and friends in 
the hometown community. 
Air Force actions and information programs to improve 
community relations, to recognize and enhance the airman's 
status in the mass media, and to inform the parents and 
families of airmen through personal letters all serve to 
raise his status in his hometown social group. The problem 
here lies primarily in the realm of public information. The 
internal information program can tell the airmen "your Air 
Force career is a good career," but unless this is verified 
by his feeling of status in the social group that is important 
to him, it is likely to be selectively ignored. Considerably 
more needs to be done by the Air Force to increase the status 
of airmen and their occupations in their hometown communities 
andamong the public at large. 
3. THE AMERICAN VALUES SUCCESS AND USES IT AS A 
"YARDSTICK" TO MEASURE THE VALUE OF AN INDIVIDUAL. Thus 
Americans are motivated to seek success by their desire for 
approval from their equals and to insure their future 
against the skepticism of the group. 
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The airmen express this value by saying that 
"civilian life offers greater career or job opportunities," 
"plan on going to school or college," "I know I can make 
more money in civilian life," "not enough promotion oppor-
tunity in the Air Force," etc. 
Air Force actions, such as the short-discharge 
policy, provisions for technical training for airmen in 
surplus skills, increased medical facilities and expanded 
educational opportunities contribute indirectly to increas-
ing the measure of "success" in an Air Force career. 
Legislation has contributed more directly to the 
airmen's look of success in the eyes of his hometown refer-
ence groups. The revised Reenlistment Bonus Act of 1954, 
The Career Incentive Act which gave a pay raise to members 
of the Armed Forces in 1955, The Military Dependent Medical 
Care Act and the Servicemen's and Veteran's Survivor 
Benefits Act, have all contributed to the airmen's economic 
improvement. If these Acts were understood by the airmen's 
reference groups --which is unlikely, since they aren't 
even understood and appreciated by many of the airmen them-
selves -- they could contribute substantially to the 
"success" measurements of an Air Force career and to the 
prestige of an Air Force member. 
Internal information efforts to inform airmen of 
Air Force personnel actions and legislation have been 
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comprehensive. But the desired effect of this information 
on the airmen's attitudes toward the Air Force, as a 
career occupation, may be largely lost if it doesn't in-
crease their measure of "success" in the eyes of their 
civilian reference groups. Here it is within the creative 
function of information services to employ the communica-
tions channels of action to inject more symbols of success 
into the content of an Air Force career. 
The slogan "The Air Force looks after its own" 
might well be adopted as the major theme in the program to 
inject more "success" value into Air Force life. There can 
be no qualifying fine print in this slogan such as "provid-
ing funds are available" or "providing congress appropriates 
the money." Action programs to improve housing and internal 
services are needed and might well serve as the initial sub-
ject matter for communication through action channels. (See 
Chapter V). 
Since Americans tend to identify an individual with 
his occupation, an aggressive public information program to 
describe the technical skill of airmen and their contribu-
tion to the public welfare, will help to raise the prestige 
of the airmen's occupation and increase his measure of suc-
cess in the public mind. In this connection the semantics 
of Air Force terminology must be reviewed for acceptability 
of meanings in American society. For instance, in a survey 
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of the opinions of people as to what social class they thought 
they belonged to, an American Institute of Public Opinion 
poll in 1941 found that only. 0.7 per cent of the respondents 
selected "lower class." But when "working class" was sub-
stituted over 50 per cent of respondents put themselves in 
that category. The term "enlisted man" may be synonymous to 
"lower class" in the public mind. 
4. THE AMERICAN VALUES CHANGE -- AND IS LIKELY TO 
INTERPRET HIS VOLUNTARY ACTIONS TO ACHIEVE CONTRAST IN HIS 
ENVIRONMENT AS "PROGRESS. II 
Airmen express this value by saying the most favor-
able feature of an Air Force career is "education and train-
ing" and "adventure, travel and new experiences." Over half 
the first term airmen surveyed selected these values, yet 
this group was lowest in intent to stay in the Air Force. 
Apparently these airmen do not attach any sense of progress 
to the changes they experience in the Air Force. 
Air Force actions to promote this value are not 
planned for the purpose, but are an inherent part of Air Force 
life. Changes in the airmen's environment are frequent enough, 
but are usually the result of official travel orders. Such 
orders are less likely to be interpreted as progress than the 
same change taken on the airman's own initiative. 
Information programs which describe the achievements 
of airmen based on the many changes they have experienced in 
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the Air Force lend a sense of progress to these changes. 
But such information is limited. A planned program to give 
the changes in Air Force life a definite value of progress 
in the individual's career in the Air Force is needed. 
CONCLUSION 
From a communications viewpoint, the retention of 
skilled airmen in the Air Force is a problem of human motiva-
tion within the context of the value-system which prevails 
in American society. This value-system makes the incentives 
and rewards of certain vocations more attractive than others 
in terms of feelings of equality, social status in the work 
group and in the community, prestige or approval of one's 
measure of success by his peers, and a sense of progress in 
the changes affecting one's life. The Air Force, as a 
military organization, is at odds with the democratic value-
system in which airmen have been socialized. An Air Force 
career is not an appropriate outlet for the satisfaction of 
their basic values and motivations relevant to a lifetime 
vocation. Thus, to canalize the values and motivations of 
airmen toward self-fulfillment in an Air Force career is 
basically a communications problem involving mutual adjust-
ment and appreciation. 
RECOMMENDATIONS 
I. To Improve Air Force Communications it is 
recommended: 
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1. That the internal information responsibility 
incorporate, as channels of communication, the perceptual 
aspects of all Air Force procedures and actions which touch 
upon the lives of airmen. This is based on the premise that 
all Air Force actions and events have communicative qualities 
when perceived by the airmen and tend to change their level 
of information and thus influence them. Therefore, what is 
to be communicated by these actions and events, should be 
monitored by a communications specialist during the planning 
stages. 
2. That Field Reports in the internal information 
program be used for feedback purposes in addition to their 
function in evaluating the program. This will provide upward 
communications from the airmen to the Air Force and provide 
a basis for planning and improving future information programs. 
3. That all information with a motivational ob-
jective be pre-tested on a sample audience (Squadron, group 
or wing), in a variety of contexts and media, to determine 
the most effective method of communicating the message to the 
entire Air Force. 
4. That the internal information program be 
directed at canalizing the pre-existing values and attitudes 
of airmen toward an Air Force career, rather than try to 
reshape or modify these basic values. 
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II. To Develop the Content of Air Force Information 
to help adjust the Air Force to the value-system of the 
majority of its enlisted members -- the first term airmen 
the following recommendations are offered in terms of the 
American cultural values discussed in Chapter V: 
1. EQUALITY -- FREEDOM FROM ARBITRARY AUTHORITY 
VERSUS THE AUTHORITARIAN SYSTEM OF THE AIR FORCE. To adjust 
actions and information to this value it is recommended: 
Action Programs 
a. That NCOs and outstanding career air-
men be trained as counselors so they may serve effectively 
as opinion leaders in day-to-day relations with first term 
airmen. 
b. That rules governing the hand salute, 
as executed out-of-doors and in public, be modified to put 
less emphasis on who salutes first. In all formal occasions, 
such as reporting, parades, etc., the airman would salute 
first. But as a greeting on the street the Airman or Officer 
should be allowed to initiate the salute. In such a case 
the salute would become a more socially accepted greeting 
between members of the Air Force. 
c. A research program be undertaken to 
determine ways and means of increasing the airmen's 
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participation in decisions affecting his welfare and in solv-
ing problems on the job, on the base, and in the Air Force as 
a whole. 
d. That the exercise of authority in 
governing the airmen's actions in their off-duty time be 
kept to an absolute minimum consistent with the operational 
requirements of the Air Force. 
e. That leadership training for officers 
and NCOs emphasize the following: 
(1) Human relations in supervision. 
(2) The exercise of authority without 
compromising the airmen's value of equality. 
(3) Counseling and assistance to air-
men in their personal affairs and on the job. 
Internal Information 
a. That the responsibility and especially 
the accountability that goes with the exercise of authority 
by the Air Force officer be given more emphasis as a subject 
in training and information programs aimed at airmen. 
b. That information themes stressing 
freedoms enjoyed in Air Force life, and recognizing the 
importance and individual worth of the individual in the 
Air Force be continued and expanded. 
2. SOCIABILITY -- CHARACTERIZED BY A GROUP ORIENTA-
TION AND EXPRESSED BY PREOCCUPATION WITH ONE 1 S STATUS IN THE 
SOCIAL GROUP. To adjust information to this value it is 
recommended: 
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a. That all Air Force motivational 
information be supplemented through organized face-to-face 
discussions of the information among small local groups 
throughout the Air Force. To allow for participation, these 
groups should be limited to no more than 20 members. Such 
meetings could be conducted as part of the Commander's Call 
program, but the first line supervisor is the recommended 
channel around which to organize such a program. Each meet-
ing should be conducted to reinforce a single theme and the 
supervisor should be provided with complete background in-
formation, instructions and audio-visual aids when feasible. 
b. That supervisors be made aware of 
the personal influence factor in communications and that an 
effort be made to locate opinion leaders -- on the subject 
of reenlistment -- among airmen. The opinion leaders should 
be a priority target audience for motivational information 
channelled through the supervisor. 
c. That information programs continue 
to emphasize the mission of the Air Force as the greatest 
factor for world peace -- to convince airmen they are asso-
ciated with an organization benefiting mankind. 
Public Information 
a. That the status conferral power of 
the mass media be exploited to the utmost, to raise the 
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status of the individual Airman and his Air Force occupation 
in his hometown community. This program should include the 
following: 
(1) A planned program, organized 
specifically to confer status through the mass media, upon 
airmen in their civilian reference groups. 
(2) A first-rate, Air-Force-wide home-
town release program. For every pilot who flies a combat 
plane to maintain peace in the world, there are a dozen or 
so airmen who make his achievement possible. It will raise 
the airman's status in his hometown reference group if his 
contributions are recognized in hometown media. This cannot 
be done on a hit-or-miss basis. To retain the skilled first 
term airmen, every single one of them should be covered fre-
quently on a planned schedule. To assure a consistent 
standard of quality, centralized hometown release editing 
sections should be established at each major command. 
(3) Expansion and improvement of com-
munity relations programs. The excellent community relations 
programs at many Bases must be expanded to include all Bases 
in the U.S. 
b. That the present excellent public in-
formation program be continued and expanded to build the 
stature of the Air Force throughout the nation and the world. 
The stature of the Air Force must hit the airmen and their 
civilian reference groups with tremendous impact. 
c. That the Reserve components be used 
to a greater extent as communications media linking the 
Air Force with the public. These Reservists are primarily 
civilians but still possess a keen continuing interest in 
the Air Force. They are probably opinion leaders in their 
respective socio-economic groups on the subject of the Air 
Force. If properly informed, they can do much to increase 
the status of an Air Force career. 
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3. SUCCESS -- THE YARDSTICK BY WHICH ONE IS 
MEASURED BY HIS PEERS IN AMERICAN SOCIETY. To adjust action 
and information programs to this value it is recommended: 
Action Programs 
a. That programs to provide airmen with 
some of the more important symbols of success be initiated 
by the Air Force, to supplement Congressional appropriations 
and legislation. Priority should be given to provide airmen 
with the most important symbol of success -- the opportunity 
to own a home. To do this, at no cost to the Air Force, the 
following procedure is suggested for consideration: 
(1) Give Air Force support to estab-
lishment of a "United Services Home-Owners Cooperative" to 
be administered nationally by retired personnel of the Armed 
Forces, as a non-profit, private enterprise. Service members 
would buy their homes under the Housing Act of 1954. The Home-
Owners Cooperative would administer the rental of homes owned 
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by absentee airmen owners and maintain them from the rental 
proceeds in excess of mortgage payments. See Chapter V for 
a more detailed discussion of this program. 
b. That Housing Officers not confine 
their services to merely maintaining listings, but initiate 
an aggressive program among realty and civic groups to find 
adequate housing for Air Force personnel. 
c. That all internal personal service 
organizations be required by regulation to consult the in-
formation services officer in developing their customer 
relations programs. The ISO should be consulted in the 
same capacity as a private business would consult a public 
relations or advertising agency in promoting its customer 
relations and solving other public relations problems. 
Airmen goodwill toward Base services is goodwill toward the 
Air Force. 
d. That personal service organizations 
and all facilities provided for the benefit of personnel 
be merchandised -- or packaged -- to take maximum advantage 
of human perceptual characteristics. For instance, all 
buildings housing such activities might be painted a dif-
ferent color from buildings housing operational activities. 
These activities would then stand out and the airmen would 
be confronted at every turn with a reminder of the many 
services provided for their sole benefit. 
e. That the awards and decorations 
regulations be liberalized to make it as easy as possible 
for a supervisor to recommend a deserving Airman for an 
award. 
Internal Information 
a. That the increasing reenlistment 
rate be publicized in all internal media to create a'band-
wagon" effect which may influence many undecided airmen to 
climb aboard the Air Force career bandwagon. 
b. That the terms "enlisted man " 
' 
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"Reenlistment Office," "Reenlistment Officer" and "Recruit-
ing" be dropped from Air Force terminology. Terms suggested 
for substitution are "Airman" and "Air Force Personnel 
Contracting Offices and Officers." 
c. That a research program be undertaken 
to evaluate the semantics of Air Force terminology and to 
serve as a basis for discarding terms with unpleasant conno-
tations and terms inherited from the Army. In their place, 
Air Force terms should be selected that have color, a 
definite Air Force or aviation flavor, and a positive conno-
tation in American society. 
c. That present direct channels of com-
munication to the families of airmen be adopted Air Force 
wide and include at least the following: 
(1) Delivery of Base newspapers 
to the homes of Air Force personnel or directly to de-
pendents through wives clubs, service members, or any 
other dependable channel which can be developed at the 
local base level. 
(2) Direct mail pamphlets, leaf-
lets, letters or other information material to the air-
men's families on a monthly scheduled basis. Such mater-
ial should be designed primarily to promote the value of 
an Air Force career, but would also cover many subjects 
of interest to families about the Air Force and the local 
base. 
(3) Family Open House, to famil-
iarize the families (wives, parents, older children) of 
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Air Force members with the local unit activity. These open 
houses are presently conducted at many Bases. They give 
families an opportunity to see THEIR AIRMAN on the job. 
They also, impress families with the importance of the Air 
Force mission. The family open house should be a carefully 
planned special event, separate from public open houses, and 
be conducted semi-annually. 
(4) Briefings should be held for the 
families of all newly arrived personnel, at all Air Force 
Bases. These should be supplemented by additional briefings 
for wives at regularly scheduled intervals. These briefings 
should cover such subjects as: husband's job security, 
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retirement plans, housing information, medical care, educa-
tional opportunities, promotion prospects of husband, etc. 
(5) Expansion of Dependent's Assist-
ance Programs to all Air Force Bases. These programs should 
all offer certain standard services plus services to meet 
particular local situations. 
(6) Inserts with monthly pay checks 
and dependent's allotment checks. These inserts should 
carry one theme of interest to the families of airmen each 
month. 
Public Information 
a. That an aggressive public information 
program be undertaken to raise the prestige of Air Force oc-
cupations. Since Americans tend to identify an individual 
with his job, a public information program to describe the 
technical skills of airmen and their contribution to the 
public welfare will raise the prestige of the airmen's oc-
cupations and increase their measure of success in the pub-
lic mind. 
b. That the mission of the Air Force and 
the occupational and vocational opportunities it offers be 
explained vigorously to teachers and high school teenage 
youngsters. Such a program should not use advertising or 
propaganda techniques to indoctrinate students in the view-
point of the Air Force. Rather it should be a purely 
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educational program providing factual information about the 
Air Force. Such a program would include most of the follow-
ing activities -- many of which are in current use by the 
Air Force: 
(1) Field trips by classes through Air 
Force Installations. 
(2) Provide class speakers or con-
sultants. 
(3) Offer booklets and audio-visual 
aids on the Air Force and Air Force occupations. 
(4) Assist in career counseling and 
career training programs. 
(5) Employment of local students on 
a work experience basis as part of the school programs, where 
feasible. 
(6) Offer summer employment to a num-
ber of teachers each year at Air Force Bases throughout the 
nation. 
(7) Continue and expand Air Force sup-
port of Aviation Workshops sponsored by the Civil Air Patrol 
and local boards of education. 
c. That civilian and Air Force leaders 
recognize the technical skill of airmen and their contribu-
tion to the public welfare in public speeches. 
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4. CHANGE -- ONE 1 S EFFORT TO ACHIEVE CONTRAST IN 
HIS ENVIRONMENT ACCOMPANIED BY A SENSE OF PROGRESS. To ad-
just Air Force actions and information to this value it is 
recommended: 
Action Programs 
a. That a program be initiated to relate 
changes of station and assignment, and the many other changes 
inherent in ~ir Force life, to individual progress in the Air 
Force. The following procedures are suggested for considera-
tion: 
(1) Airmen place great value on educa-
tion and training. A program to give college credits in con-
nection with changes of assignment -- and particularly over-
seas assignments -- could be worked out in cooperation with 
universities. The airmen might be permitted to study their 
area of assignment and submit a paper on their observations 
and findings for evaluation in terms of college credit. 
(2) The number and varieties of 
changes in assignment airmen accrue might be given a definite 
value toward promotion. 
(3) Airmen might be given a small raise 
in pay for each change of assignment. Here airmen who make 
the most moves -- and thus suffer the greatest hardships 
would make more money than their less mobile colleagues. 
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(4) New awards and decorations might 
be developed to give recognition to the number of changes 
of station an airman accumulates. 
(5) Longevity credit might be given 
for changes of assignment. Thus an Airman who makes many 
moves during his career would accrue additional longevity 
and be eligible to retire ahead of his less mobile con-
temporaries. 
b. That the voluntary educational achieve-
ments of airmen be directly related to their progress in the 
Air Force. Many first term airmen continue their education 
in the Air Force for the purpose of future progress in 
civilian life. If educational efforts lead to equal or 
greater progress in the Air Force they may decide to stay in. 
Internal Information 
a. That a planned information program to 
give the changes in Air Force life a definite value of prog-
ress in the individual airman's career be undertaken. 
b. That all interpretations of progress 
in the changes affecting members of the Air Force be com-
municated to their wives and families -- for they often 
suffer the greatest hardships as a result of changes af-
fecting their husbands. 
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ESTIMATE OF RESULTS 
The above recommendations, if adopted, will improve 
Air Force communications. They will also make the Air Force 
as appropriate an outlet as civilian society for the satis-
faction of the airmen's basic values and motivations in a 
lifetime career. This will put the Air Force in a more 
competitively equal position with civilian society as a way 
of life in which an American can find self-fulfillment. As 
a result, Air Force information programs will be in a posi-
tion to canalize the basic values of airmen toward re-
enlistment -- rather than having to reshape them. This 
condition will contribute substantially to the retention of 
skilled airmen. 
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APPENDICES 
APPENDIX A 
FIRST TERM-CAREER AIRMEN COMPOSITION OF THE AIR FORCE 
USAF FIRST TERM 
SAMPLE SURVEYS AIRMEN 
31 Dec 48 49.5 
31 Mar 49 49.1 
30 Jun 50 51.3 
30 Apr 51 58.5 
31 Ju1 51 60.3 
31 May 53 73.5 
28 Feb 54 73.6 
30 Nov 54 73.4 
31 May 55 71.5 
30 Nov 55 66.8 
31 May 56 63.0 
31 Oct 56 60.3 
Source: USAF Sample Surveys 
Dates as shown 
CAREER 
AIRMEN TOTAL 
50.5 100.0 
50.9 100.0 
48.7 100.0 
41.5 100.0 
39.7 100.0 
26.5 100.0 
26.4 100.0 
26.6 100 .o 
28.5 100.0 
33.2 100.0 
37.0 100.0 
39.7 100.0 
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APPENDIX B 
AIR FORCE ENLISTED GRADE STRUCTURE 
E-7 Master Sergeant 
E-6 • Technical Sergeant 
E-5 • Staff Sergeant 
E-4 Airman, 1st Class 
E-3 • Airman, 2nd Class 
E-2 Airman, 3rd Class 
E-1 • Airman, Basic 
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APPENDIX C 
RElATION OF CURRENT FULL TIME JOB TO AIR FORCE CAREER FIELD 
Civilian Job Pre-Korea Post Korea Total 
Job same as AFS 9.3% 6.3% 7.7% 
Closely related 
to AFS 9.7 8.4 9.0 
Vaguely related 
to AFS 10.1 10.7 10.4 
Quite unrelated 
to AFS 71.0 74.6 72.9 
No. of cases 962 1098 2060 
Source: Thorndike Follow-Up Study of 3,000 First Term 
Airmen Who Separated From the Air Force in 1954. 
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APPENDIX D 
BREAKDOWN OF CIVILIAN INCOME BY CAREER FIELD 
Air Radio Amanent A&G 
Traff:U: Com- and Systems Main- Food 
Control muni- Radar Main- ten- Service suwly 
and ca- Mli.nt:at- ten- ance 
\ilming tions ance ance 
$6000 and over 19 10 19 24 15 10 10 
$5000 - $5900 23 32 35 42 41 20 23 
$4000 - $4900 68 64 94 83 94 55 61 
$3000 - $3900 92 88 83 74 93 78 112 
$2000 - $2900 60 54 37 26 46 62 56 
Under $2000 13 15 11 11 13 30 20 
No. of cases 275 263 279 260 302 255 282 
Source: Thorndike Follow-Up Study of 3,000 First Term Airmen 
Who Separated From the Air Force in 1954. 
APPENDIX E 
PER CENT OF FORMER AIRMEN _EQ! GETTING BENEFITS 
PAID BY EMPLOYER 
Per Cent 
A retirement pension . . . . . . . . . . . . . . . 57.4 
Accident insurance ...•............. 40.1 
Hospitalization . . . . . . . . . . . . . . . . . . . . 47.2 
Pay bonuses . . . . . . . . . . . . . . . . . . . . . . . . 71.0 
Paid vacations 
Life insurance 
. . . . . . . . . . . . . . . . . . . . . 
. . . . . . . . . . . . . . . . . . . . . 
20.3 
58.9 
Paid sick leave . . . . . . . . . . . . . . . . . . . . 44.0 
Free medical treatment ••••••••••••• 47.8 
Source: Thorndike Follow-Up Study of 3,000 First 
Airmen Who Separated From the Air Force 
in 1954. 
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1) 
2) 
3) 
4) 
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APPENDIX F 
EXAMPLES OF REENLISTMENT AIDS 
"Reenlistment Handbook For Air Force Supervisors". 
"You Be The Judge" -- a sixteen page color booklet which 
weighs the relative merits of the military versus civil-
ian life from the standpoint of the Airman, his wife and 
his family. 
"Facts On Your Future" --Points out facts as to why re-
enlistment is a "good deal" for Airmen. 
"The Facts About Reenlistment" -- This is a personalized 
b~ochure for use by reenlistment counselors. It contains 
spaces to be filled in with appropriate information rela-
tive to the Airman's expressed civilian career pursuits 
and his current Air Force status. 
5) "A Hitch In Time" -- a seven minute animated 16 nnn. film 
in full color. This film compares the advantages of a 
military versus civilian career and is especially designed 
to appeal to the first term Airman. 
6) 
7) 
8) 
9) 
10) 
"The Good Old Days" -- a twenty-minute, limited animation, 
16 nnn color film directed to Unit Commanders on the sub-ject of Reenlistment Counseling. 
"It All Counts" -- a thirty minute color film which pre-
sents problems experienced by the Base Commanders and his 
staff in maintaining an all around effective reenlistment 
program. 
"Hitch Your Wagon To A Star" -- an accordion type folder 
listing the ten major points which should be considered 
by all personnel eligible for reenlistment. 
"Add Up Your Dividends" -- this folder stresses the 
monetary benefits accruable to reenlistees and career 
Airmen. 
"A Time of Decision" -- a folder, with twelve panels 
containing information on the reenlistment bonus and 
other Air Force career benefits. 
11) Reenlistment Poster Series -- posters designed for 
"flash" eye appeal to serve as reminders and to en-
courage thinking about reenlistment. 
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12) "Bumper-Streamers" -- designed for use on military and 
privately owned vehicles. 
13) 
14) 
15) 
16) 
17) 
Air Force Times -- will carry, each month, two half 
page advertisements stressing career opportunities 
available to Airmen selecting continued Air Force 
service. 
wall Type -- these posters give scheduled college and 
university games, grouped by geographical regions. They 
contain a reenlistment slogan along the bottom border 
in large letters. 
Pocket Type -- Football schedules designed to inte~rate 
a reenlistment sales talk with game lineups of natLon-
wide collegiate and professional teams. 
TV clips, with voice, are being developed and will be 
produced for use on Air Force stations. 
"A Message About your Son's Future" -- designed for 
mailing to parents of selected, first term Airmen to 
assist them in counseling their sons relative to 
selecting a sound, productive, future career. 
Source: The USAF Packaged Program For Reenlistment 
